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© salesmen... but they all 
tell the same TESTED sales story 


Industry — looking at competitive times ahead, recognizing the 
inefficiencies and “hit-or-miss” sales stories of individual salesmen — 
is swinging toward “16mm Controlled Selling.” A well-tested sales 
story on 16mm film, told by your most dynamic salesman, actually 
demonstrating your products—is a formula of selling effectiveness 
difficult to match with any other method. 


Hundreds of industrialists today depend on Victor Sound Projectors 
to give their sales training and entertainment films the finest picture 
clarity and truest sound fidelity. 


Write for the new Victor booklet on “16mm Sound Motion 
Picture Projectors.” 


VICTOR 


ANIMATOGRAPH CORPORATION 


A DIVISION OF CURTISS-WRIGHT CORPORATION 
Home Office and Factory: Davenport, lowa 

New York ¢ Chicago 

Distributors Throughout the World 
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How Can You Best Protect 


Your Profit Margin 


In 1947? 








PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
Associated Merchandising Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Corporation 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 




















EAVY, HEAVY, OVER THE HEAD OF "BUSINESS" 

during 1947, hangs the threat of increased COSTs. 
But — PRICES, we are told, can hardly be raised with- 
out risking a sharp decline in VOLUME! How, then, to 
protect your PROFIT MARGIN? 


Many of our clients are finding the answer to this 
problem in a top-flight training program. Not only for 
NEW salesmen, but for so-called EXPERIENCED sales- 
men. And for DEALERS— wholesale and retail —all up 
and down the line. 


Caravel has had many years’ experience in engineer- 
ing programs of this type. It is prepared to work shoul- 
der-to-shoulder with your training director (1) to con- 
duct preliminary research as to what is needed, (2) to 
counsel in the selection of the best TRAINING MEDIA 
—whether motion-pictures, slidefilms, manuals, or a 
combination of all three...and (3) to produce, if de- 
sired, a FULLY INTEGRATED TRAINING PROGRAM. 


In the interest of insuring profits during 1947, may we 
suggest an appointment to discuss with you your 
training problems. No obligation, of course — and 
such a meeting may prove very much worth while. 





CARAVEL FILMS 


INCORPORATED 






New York + 730 Fifth Avenue + Tel. CIrcle 7-6111 











RCA 16mm Sound Film Projector 





THE PICTURE OPTICS in the RCA Sound Film Projector 
match the sound system in performance. Illumination and 
definition are outstanding; pictures have sparkle, brilliance 
and clarity unique in 16mm projection. 





RCA Sound Film Projectors are Ideally suited for use in: 


@ Business © Industrial Training 
@ Schools and Colleges © Churches 











FOR COMPLETE DETAILS write to Dept.20-B, RCA, 16mm Motion 
Picture Equipment, Radio Corporation of America, Camden, N.]. 











-e. the most lifelike sound 
ever obtained from 16mm film! 


RCA was first with 16mm sound— produced the first com- 
mercial sound projector in 1931. Today the RCA 16mm 
Sound Film Projector sets a standard for sound quality 
unique in the 16mm field. 


This fact should be considered carefully in selecting or 
recommending a 16mm projector. The effectiveness of any 
presentation is in direct proportion to the clarity of the 
picture and the realism of the sound. The RCA Projector 
provides a full 20 watts of high-quality sound output... 
more than sufficient for the largest audience which sees 
16mm films. 


Precision-engineered—simple to operate; easy to main- 
tain—the RCA 16mm Sound Film Projector is ideal for 
every use where superior projection quality is a must. 
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2. Exclusive Sound Stabilizer keeps pitch 
constant. This device resists any tendency 
to increase or decrease film speed. Insures 
superb tone-quality reproduction. 





1. Powerful, 20-watt push-pull 
amplifier. Employs special inverse 
feedback circuit. Wide-range tone 
control. Facilities for using micro- 
phone. Unrivalled tone quality 
throughout sound range. 





3. Extremely sensitive photo-cell 
sound pick-up. Here is where preci- 
sion counts. Combines extreme sensi- 
tivity and mechanical stability. It 
gets all of the sound. 








46mm MOTION PICTURE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. 


In Canada: RCA VICTOR Company Limited, Montreal 
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JOHN SEITZ, ACE PARAMOUNT CAMERAMAN, AND OTTO PIERCE, OPERATOR, SHOOTING “THE BIG HAIRCUT”, DIRECTED BY ¥ ¥ 
GARNETT. THE ENTIRE PRODUCTION IS BEING FILMED WITH A MITCHELL CAMERA. PHOTO COURTESY PARAMOUNT STUDIOS) 


gue Jos cad tee queda Os 
ave flamed with cc fbbichell * 


The first Mitchell 16 mm Professional Cameras are now in action, and 
already they are achieving new standards of 16 mm quality. With the 
coming of the Mitchell “16”, the camera is no longer a handicap to 16 mm 
producers and cameramen, but a fine, flexible instrument, opening up a 
thousand new photographic possibilities. 

Virtually identical to the famed Mitchell 35 mm cameras, the Mitchell 
“16” incorporates the same proven features. Every type of photographic 
effect possible with a 35 mm camera is also possible with the Mitchell 
16 mm Professional. 


* 





When you own a Mitchell, you own one of the world’s greatest cameras. 


For the complete story of the Mitchell 16 mm Professional—write 


today for your free copy of this beautifully illustrated booklet. 


is thehell Camera 


CORPORATION 
and creative handling of the camera, has 


done much of his best work with a Mitchell. 666 W. HARVARD STREET +- DEPT. 25 + GLENDALE, CALIFORNIA 


Cable Address: "MITCAMCO” 





% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 











SOUND SLIDEFILM 
EQUIPMENT 


Here is fine sound slidefilm equipment. Compact, sturdy and 
dependable this equipment gives you high quality sound re- 
production and picture projection. Light weight and a well 
designed case make this unit ideal for travel. 


Ask your local producer for a demonstration. He can show 
you several models, each designed to serve an individual 
problem in your selling or training program. 


Check the list below against your present equipment: 


@ PUSHBUTTON remote control 
from any distance 


@ Will play and carry 16” record- 
ings 

O Turntable speeds of 33'/, and 
78 RPM 


O Entire unit weighs 29 pounds. 
(Salesman‘s model 15 Ibs.) 


@ AUTOMATIC feature allows use 
of the new automatic slidefilms 
—no operator and no sound 
signal 


@ Case designs allows cover to 
be closed over all records (in- 


cluding 16 inch) while unit is 
playing—this cuts down needle 
scratch 


@ TIMER attachment allows for 
timed interval operation with 
intervals from 1 to 15 seconds 


@ Available in three models— 
Executive, Conference and the 
special salesmen‘s unit (size 
and weight of a portable type- 
writer) 


@ Airplane luggage case 
@ Available in AC and DC models 


@ Low needle pressure (sapphire) 
pickup arm 


ASK YOUR PRODUCER for a demonstration and remind him to 


show you how the new completely automatic feature eperates 


For further information write or phone your local film producer—or 


AIDS EQUIPMENT CORPORATION 
I31 WEST 52nd STREET » NEW YORK CITY 19, N. Y. 


FILM FORUM 


LETTERS to the EDITOR 


on “Seed for Tomorrow” 


Editor, Business Screen: 


@ Your recent editorial in Busi 
| NESS SCREEN on the film Seed for 
Tomorrow, the Farmers Union 
film, has been brought to my at- 
| tention and as sponsor for the 
film I would like to comment on 
your statement, 

In spite of some valid com- 
ments in your editorial on the ag- 
ricultural and economic situation 
in this country, you start out with 
the statement that this is “the 
| second attack against free enter- 
prise.” Whatever your concept of 
free enterprise may be I think you 
must admit that the family type 
farmer in this country has always 
been the symbol and bulwark of 
free enterprise and since this film 
was made to show him what he 
is up against in this modern so- 
ciety and what he should do 
about it, I think you could better 
entitle the film “A defense of free 
enterprise.” It is well known that 
during recent years large farms 
have increased to such a propor- 
| tion of the nation’s total farms as 


to be alarming. Improved ma- 





chinery, plants and animals have 


worked to the advantage of the 
large farmer and the average 
| small farmer can only compete if 
| he cooperates with his neighbors 
'in order to get the benefits of 
wholesale buying, etc. 

You also state that cooperatives 
are tax free, which is only a partial 
truth. Cooperatives pay the same 
taxes on property and on any un- 
divided surplus as any private or 
corporate business does and it is 
only on the so-called patronage 
refunds or overcharges that they 
are exempt. 

I hope you will realize that the 
Farmers Union point of view is 


that it is not good for agriculture 
or the rest of the nation for agri- 
culture to be in the hands of a 
few large groups so that the ma- 
jority of the workers are not re- 
sponsible individual businessmen 
but hired workers whose responsi- 
bility, morale and independence 
is far lower than the individual 
family farmer. Our American de- 
mocracy has a far greater chance 
of continued good health with the 
latter group. —Eliot D. Pratt 
* > * 

BusINEss SCREEN’s editor won- 
ders what “defense of free enter- 
prise’ is conveyed in this film’s 
plainly noted warnings against 
“machinery salesmen” and Spon- 
sor Pratt’s expressed views on 
“the benefits of wholesale buying” 
v.s. the small town retailer. The 
trend toward large farms might 
well have been traced to economic 
and natural causes, including the 
prosperous small farmer's habit 
of investing his profits in more 
land, high prices or no, 

The plain truth is that the 
American farmer now has accu- 
mulated large savings, as we said. 
Ihe farm family pictured in Seed 
for Tomorrow would be a lot 
more typical if this fact were ac- 
knowledged rather than the “col- 
ored” description of their depri- 
vation and near poverty. 

It is the undercurrent of fear 
and suspicion against unnamed 
“interests” that is regrettable in 
this otherwise good farm docu- 
mentary, Farmers Union member- 
ship sales are the obvious mission 
of Seed for Tomorrow. That cause 
must have sufficient positive ad- 
vantages of itself. 

Isn't it about time some of our 
union groups sold America (and 
their own members) on their own 
positive contributions to member 
welfare instead of building “pro- 
tective associations” which depend 
so heavily on fear and distrust as 
their stock in trade. —OHC 
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‘ WAS ae This Dual Slide Projector offers a 


S\ . completely new conception of strip film 


projection, employing curved 
film guide-ways to guide film in exact 


position for clear, brilliant screen image. 
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Features an Automatic Snap-action 
Self-centering Slide Carrier... positive, 
quick action up and down tilting 
a two-tone Ampro design lift-off 
case that keeps projector always 
ready for instant use...and many other 
outstanding advantages. Compact, 
sturdy —precision built, with 
all controls and parts conveniently 
accessible —it is the product of rich 
experience in fine projector building. 
5 Inch, F:3.5 Anastigmat Projection 
Lens —shows clear, brilliant 
blacks and whites, and brings 


s 


out true, rich colors. 


Send coupon today for circular giving full 
details, specifications and prices on the 
Amproslide Model "30-D” Dual Slide Projector 
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Also... 
A New Model ‘30-A”’ 
2” x 2” Slide Projector 
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A new Ampro Slide Projector offering many advanced 
features such as automatic snap-action self-centering slide 
changer . . . with simple one-hand operation . . . con- 
venient lift-off carry case . . . 300 watt light for brilliant 
color and black-and-white slide projection. Many other out- 
standing features . . . write today for circular giving com- 
plete details on this new Ampro Model “30-A” Slide 
Projector. 


[a A General Precision 
" Equipment Corporation 
Subsidiary 


AMPRO CORPORATION 
2835 N. Western Ave., 
Chicago 18, Illinois 

























hat the Eightieth Congress will do for and to 
business and industry is anybody's guess, but there is 

no guesswork about what business and industry, as + 
represented by many Wilding customers, are doing about 


the impending decline of the national sellers’ market. 


Examining the motion pictures and slidefilms we now 





have in writing and in production, we are gratified to 
see ample evidence of the foresight of our clients who 
realize that the going will be tougher this spring and 
summer and so are preparing to meet competition with 
sales training kits that include thoughtfully planned — 


and executed programs of our visual media. 


Creators and Producers 
of Sound Motion Pictures 
for Commercial, Educational 


and Television Application. 











=e _ 


Wilding Picture Productions, Ine. 
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FILMOSOUND 








“AFTER SEEING THE SOUND FILMS= 


They Wanted to.Buy Our Products” 


SAYS THE SHERWIN-WILLIAMS CO. 


Two new sound-color films, “Good-bye, Weeds” and ‘“‘Dooms- 
day for Pests,"’ showing the results produced by Weed-No- 
More and Pestroy, are generating a buying urge on the part 
of Sherwin-Williams distributors, dealers, and the public. The 
proof is substantial, on-the-spot orders. 


Movies Can Sell Your Products, Too 


The Sherwin-Williams films are carrying the dramatic stories 
of the firm’s weed and bug killers to large audiences that no 
salesman could ever reach. In full color, with accompanying 
dialogue and music, they make convincing, se/ling demon- 
strations that no salesman could attempt. 





Clubs, committees, industrial groups, editors, and schools 
are learning easily and authoritatively the story of the two 
new wonder chemicals, 2,4-D and D.D.T. 


An important part of such a film program is the sound pro- 
jector itself—the projector that can produce in picture and 
sound all that the movie maker puts into his film. A large 
battery of B&H Filmosounds, selected by Sherwin-Williams 
in stiff comparative tests, assures their films the finest re- 
production. 


Precision-built for long, dependable service, the 16mm 
Filmosound provides brilliant pictures, natural sound, and 
simple, dependable operation. 


Send for This FREE Booklet 


Ask for ‘‘Movies Go to Work,”’ which tells how 
movies put new life into sales promotion pro- 
grams, speed on-the-job training for salesmen 
and factory employees, and boost your per- 
sonnel relations program. Write Bell & Howell 
Company, 7108 McCormick Road, Chicago 
45. Branches in New York, Hollywood, Wash- 
ington, D. C., and London. 


It's what they HEAR 








that helps them understand 


what they SHE 





If your slide film needs sound at all, it needs sound at its best. Sound 
just as clear and faithful as the recordings you hear over the air. 

And that’s exactly what you will get, if you insist on the new 
Columbia Transcriptions for your next slide film. For Columbia’s 
new technique uses pure Vinylite pressings to reproduce your sales 
story with the most life-like fidelity and the utmost freedom from 
surface noise. Further, in recording these slide film transcriptions, 
Columbia adheres to all standards adopted by the National Asso- 


ciation of Broadcasters for radio transcriptions. 


These new Columbia Transcriptions are flexible. They can be 
mailed safely—for they won’t break readily, even if dropped. But 
their greatest advantage is their superiority in tone and their perfect 
clarity. No one ever has to strain to get your sales story. From your 
opening fanfare, through your sales message to the closing signature 


every note and word comes across clearly and distinctly—nothing is 


missed. May we demonstrate the difference to you? 
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DIVISION OF COLUMBIA RECORDING CORPORATION 


779 Seventh Avenue, New York, N. Y. Circle 5-7300 


Wrigley Building, 410 North 6624 Romaine Street 
Michigan Ave., Chicago 11, Ill. Hollywood 28, Calif. 








Gi Trode-marks ““Columbia"’ ond @E Reg. U.S. Pat. Off 
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CHICAGO FILM 
LABORATORY, Inc- 


Mr. Frank Balkin says— 


“Comparative tests long ag° 
convinced us of the superiority 
of DA-LITE Screens in showing 
brighter, clearer pictures. 





As we want our productions 
shown always at their best, 
we urgently recommend to all 
clients the vse of DA-LITE 


equipment.” 








THE JAM HANDY 
ORGANIZATION 


Mr. Jamison Handy says— 


viene pit ri 
ient be : 
picures of cant before th ... why they recommend Da-Lite Screens 
@ responsibility as the pro- 

duction of the pictures 
Based on our experience in 
Projecting business pictures 


They will tell you that a good screen is as essential as good photography and 


before thousands of audiences careful direction—that they do not want the effectiveness of their productions 
every month, we can unhesi- spoiled by poor projection. They know that Da-Lite’s long experience in mak- 
—— recommend DA-LITE 

creens.”’ 





ing screens is assurance not only of brighter and clearer 








pictures, but also of greater convenience and more 






rugged construction. Ask your film pro- 
ducer about Da-Lite Screens. Write for 
descriptive literature. DA-LITE SCREEN 
COMPANY, INC., Dept. BS-2, 2723 No. 
Crawford Avenue, Chicago 39, Illinois. 


WILDING PICTURE 

PRODUCTIONS, Inc. 

Mr. Norman E. Wilding 
says— 






“We have used and recom- 
mended DA-LITE Screens for 


many years with entire satis- 





faction. We have found no 





acceptable substitute for 


DA-LITE and have urged its 








2 " 
yse by our clients. 


Gu’ PROJECTION 


SCREENS 





THE FINEST IN 


(Meg U.S far OF) 








SCREENS FOR THIRTY-EIGHT YEARS 
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world’s finest 


professional-type 
16mm. sound film projector 





Dealers... 


write for information! 



















The ingenious assembly and sub-assembly 


principle of design makes the replacement of a 


major assembly a very simple operation. 





Thus, with simple instructions and the simplest 


of tools, a dealer’s serviceman or pro- 


jector operator can do the work. 








Illustrated above are the 


PICTURE MECHANISM ASSEMBLY 
and the 
en et ee ee 
age hata SOUND-HEAD ASSEMBLY. 


Both assemblies constitute the very heart of the 


projector—yet both may be removed 





and replaced within ao matter of minutes. 


Nato .foremrost in. sound quality, 


| 


Ny outstanding in operational simplicity, 


easiest fo mauilaunr 












WISWMAD PROMOUIONLVE MISE OMS 


for Motion Pictures from Industry 























Promotion of your films by tested methods is an integral 
part of Modern’s National Distribution Service. Printed mate- 


rials, exhibits and previews insure effective and wide use of 


your motion pictures by the most desirable audiences. 


“AN INDEX AND GUIDE” is mailed to 25,000 High Schools and Colleges 
twice each year. The purpose of this Digest is to acquaint teachers with 
“What is in the Film?” and “How can it be used?” It summarizes and 


cross-indexes the many educational uses of the films. 


Motion 
Pictures 


from 


Industry picture so that program chairmen may schedule films on the occasion 


“FREE FILMS FROM INDUSTRY” is mailed to 15,000 adult groups that 


have 16mm projection equipment. This gives a factual summary of each 


most appropriate for their showing. 






7 


INDIVIDUAL DESCRIPTIVE FOLDERS are prepared for each film. They 


are allocated to Modern’s 26 regional film-exchanges for distribution to 
specified audiences in their areas, These folders are also distributed by 


the sponsor’s field organizations and branch offices. 


ma 


(Rome teesemers ©) College te Oemes 


PPLELA 
A Ane TEACHER’S GUIDES containing an illustrated script and suggested test 


questions, areas of use, objectives and teaching procedures, are prepared 


TEMCHERS' GUIDE 


by Modern’s educational staff. Guides and supplementary literature arrive 





in the proper hands in advance of each scheduled showing. 





Ripe ut 
; meee 





DISPLAYS AND EXHIBITS are maintained at National and 


State Teacher Conventions. Principals, Visual Education Direc- 
tors and Teachers register to receive ‘AN INDEX AND GUIDE” 


and arrange booking schedules. 

















SERVICE 


aKa | fa MODERN TALKING sipcilabacial  sgaiblebe E, INC. 


sonra HEADQUARTERS: 9 ROCKEFELLER PLAZA, NEW YORK 20 e MID-WEST 
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Screen size: 
21x 29 inches 


Audience: 
up to 200 persons 


harp Sword for a Competitive Tomorrow 





Somewhere in the days ahead lies that delicately bal- 
anced moment between the today of scarcity and the 
tomorrow of productive plenty. One indispensable key 
to progress in that tomorrow is successful selling. 
There is no better way to demonstrate or advertise 
most products than the sound motion picture — and no 
more convenient or versatile medium of projection 
than Sono-Vision, Mills all-in-one cabinet. It delivers 
your message at point of sale, in business offices, in dis- 
play rooms, at conventions, in transportation terminals 


and other public places. 


For Sono-Vision houses projector, screen, speaker, 


and amplifier in one cabinet. It requires no darkened 


room. It consumes no “‘setting-up”’ time. It operates 
continuously without the attention of an operator, if 
desired. 

Packaging the persuasive power of the moving picture 
and the spoken word into a unit which can be employed 
almost anywhere your customers gather, Sono-Vision 
is geared to meet the challenge of competitive selling. 
We will be glad to help you adapt it to your sales, ad- 


vertising, and training programs. 


MILLS INDUSTRIES, Incorporated * Office & Display Room: 2212 Merchandise Mart + Dept. 306D * Chicago 54, Illinois 
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Shooting on the main stage. Besides this 
stage (80x90) two other shooting stages 
make possible the operation of three 
camera-&-sound units simultaneously. 












































ry wis IS THE FIRST postwar studio completed anywhere in 
I the world—the new RKO Pathe Studios at Park Avenue 
and 106th Street, New York City. The 11l-story building 
houses shooting stages, dubbing stages, music stages, cutting 
rooms, projection rooms, dressing and make-up rooms and 


laboratory facilities. 


RKO PATHE INC, 20a 


625 Madison Avenue « New York 22. N.Y. Films 
Lroducers of PATHE NEWS + THIS IS AMERICA + SPORTSCOPES + FLICKER FLASHBACKS Sor Industry 





wm 
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FOR BOX OFFICE IN YOUR COMMERCIAL FILMS, 


THE WORLD’S MOST MODERN MOTION PICTURE STUDIOS 


RKO Pathe’s great new motion picture studios 
the same professional staff which produces Pat 
Flicker Flashbacks is now producing the finest 


in New York are now in full operation. Here 
he News, THIS IS AMERICA, Sportscopes and 
in commercial pictures. 


Commercial motion pictures with that rare quality known to the movie trade as box office. 





On the music stage, Nathaniel Shil- 
kret, RKO Pathe music director, 
rehearses the orchestra preparatory to 
scoring a music track. RKO Pathe’s 
pre-eminence in film music is recog- 


nized throughout the industry. 
(N. Y. World-Telegram Photo) 


RKO Pathe sound engineers at the dials of the 
master “mixing” console (stripped down). Com- 
pletely RCA-equipped, sound can be recorded from 
every quarter of the new studios. 


{ production conference. In 
sored films, script, directio 


sound, casting, sets, film editing, are handled 


by RKO Pathe, Inc., alon 


contracting, extra costs, or confusion. 
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RKO Pathe has had forty years of consist- 
ently successful box office experience. ‘Two 
million people see an RKO Pathe film every 
day of the week! 


Yet, quality for quality, because of superior 
production facilities and techniques, an RKO 
Pathe film costs no more than any other. 


Whether you are planning your first or your 
500th sponsored film—whether you have a 
specific project, or just the beginnings of a 
motion picture idea—you will want to con- 


sult RKO Pathe first. 





making its spon- 
n, photography, 


e—without sub- 
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or a bigger and brighter 


Screen... 





For finer, richer color 





reproduction... = 


« O73 






“a 


» Use 





CARBON ARC LIGHTING 
for 16mm FILMS! 


@ No other light source can match the 
carbon arc for screen brightness and qual- 
ity of color reproduction. That is why it is 
used in practically all 35 mm movie houses 
in the country. 

In projecting 16 mm film, the carbon arc 
makes an astonishing difference on your 


screen. It brings out detail and color here- 
tofore lost to the audience, thus making 
your picture more interesting and more 
effective. 

For further information, get in touch with 
your dealer—today. 


NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 


30 East 42nd Street, New York 17, N. Y. 


The word “National” is a registered trade-mark UCC Division Sales Offices: Atlanta, Chicago, Dallas, 


of National Carbon Company, Inc, 


Kansas City, New York, Pittsburgh, San Francisco 
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To Meet TODAY'S & TOMORROW'S Needs 
For Audio-Visual Sales & Training Aids.... 
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DeVRY pm eye ge Slidefilm Projector for (1) 2” x 2” DeVRY motion picture screens are sized from 30” x 40” to DeVRY High-Impedance microphones deliver high-quality 
(35mm) paper and glass slides; (2) for single-frame slide- 20’ x 20’— portable, wall, wall & ceiling models. New tri- reproduction. Fit any standard stand. DeVry electric record 
film; (3) for double-frame slide-film — with motor-driven, pod model has automatic leg opening, screen leveler, shake- turntables take records up to 16” diameter . . . two speeds, 
forced-air cooling. proof safety catch, etc. 33 1/3 and 78 r.p.m. For AC operation only. 


Slide or Slide Film,16mm. or 35mm, Movie Projectors — 
Turntables, Mikes & Amplifiers. Your Best Buy is a DEVRY 


ANY, VARIED —and steadily increasing — are the uses to which modern 

Industry is putting audio-visual sales and training aids. Thanks to the sim- 
plicity and efficiency of DeVry cameras, motion pictures now bring to board rooms 
distant or inaccessible operations — in motion, sound and color. In turn, — due 
to the portability, adaptability and durability of DeVry projectors — Business to- 
day is able to send to these distant operations its actual management voices and 
personalities — as well as their messages of inspiration and instruction. Through 
motion pictures, DeVry equipment is helping teach workers new trades — as well 


as helping sales outlets sell new merchandise; and service personnel to better un- 
derstand new mechanisms. There is DeVry equipment for helping Business and In- 
dustry get the most out of all its audio-visual sales and training assignments. Color- 
ful literature on DeVry products, as used by the nation’s foremost enterprises, is 
available without cost or obligation. Write DeVry Corporation, 1111 Armitage Ave., 
Chicago 14, U.S.A. Inventors and developers of audio-visual equipment since 1913. 





* a SHOOT your own or your company’s films with 


the 16mm. version of the movie camera news 
DeVRY stereopticon (top) with lamp capacity up to 1000- cameramen prefer for shots that permit no re- 
watts for 3 1/4” x 4” slides. DeVRY slide projector (bottom) takes — the camera that recorded the V-2 Rocket 
with 300-watt lamp for 2” x 2” paper or glass slides. Motor- expedition to the Ionosphere, 65 miles up. 


driven, forced-air cooling! 


E CAMERAS AND PROJECTORS 
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Only 5-TIME WINNER of Army-Navy "E" for the 
. production of motion picture sound equipment 
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DeVRY Model RS-ND30 sound-on-film 
projector for (1) sound or silent films; (2) 
black-and-white or color, without extra 
equipment; (3) separate amplifier and 
speaker unit provides indoor or outdoor 
P. A. facilities. 













35mm. AUDITORIUM 
EQUIPMENT 


For Auditorium, Assembly Hall and 
Company Theatres—where 35mm. 
films are to be shown. Get the facts 
about (1) DeVry Theater Projectors 
— sturdy 35mm. precision projectors 
for permanent installations (illustra- 
ted) (2) DeVRY Transportable — 
35mm. sound-on-film projector for use where projector throw does 
not exceed 60 feet. (3) DeVRY Portable 35mm. sound-on-film 
projector in matched cases— projector in one—amplifier and 
speaker in the other. Ideal for road-show and sales or training 
caravans. Use coupon below to get colorful literature — FREE! 
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DeVRY CORPORATION, 1111 Armitage Ave., Dept. BS-D2 = 
Chicago 14, Illinois. { 
Gentlemen: [) Please send latest literature on Audio-Visual Sales & Training Aids. j 
Please send “Production Pointers” and names of Producers.[] We are inter 
wane in 35mm. motion picture sound equipment; () with arc amp; [) with Mazda l 
amp. | 
Name = | 
Address | 
City SS Zone State IL % 


In Canada, contact Arrow Films, Ltd., 1115 Bay St., Toronto 5, Ontario, Canada ' 
SS ST SS ee ees ees ee es el 
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ISSUE 1 * VOLUME 8 OF THE FIRST NATIONAL BUSINESS JOURNAL OF AUDIO-VISUAL COMMUNICATIONS 


Since 1938: A Business Screen Review 


MARGINAL NOTES ON THE PROGRESS OF VISUAL COMMUNICATIONS 


DURING 


NOTHER VOLUME BEGINNING 

and nearly a decade of apprenticeship 

already served in the cause of visual 
publications serve as fitting background for 
these paragraphs of retrospection. 

“Yesterday” was July, 1938 when the first 
Business SCREEN appeared after six months of 
intensive preparation, Headline performers 
in our first all-star show were International 
Harvester “film pioneer since 1911,” Johns- 
Manville, United States Steel (with a color 
epic seldom equalled), Bristol-Myers (Boy 
Meets Dog in Technicolor animation), Stand- 
ard Oil of Indiana, and Coty. These were 
good films. The Johns-Manville technical 
subjects (such as Heat and Its Control) are 
outstanding examples of company use of the 
film medium to explain processes, product, 
and to deliver in clearly understandable lan- 
guage, facts which evade the printed or oral 
word in education, 

It is most significant and gratifying to note 
that nearly every sponsor mentioned in ou 
inaugural number has been continually ac- 
tive in the use of film for the past ten years. 
Harvester’s twenty-seven years (from 1911 to 
1938) have now lengthened to thirty-six con- 
secutive years of film production and use in 
the field, on the farm and in the factory. 


REAL PROGRESS Is “STICKING WITH THE JOB” 


Outstanding technical developments such 
as the advent and improvement of television 
as a means of mass distribution of the film 
message, the breath-taking beauty and grow- 
ing dependability of color processes—these 
are milestones clearly seen along the road. But 
progress is not always in the events as such. 

To us as editors, progress meant “sticking 
with the job” and in those dark, lean years 
just before the War, we learned what that 
meant. For industry, except for the bright 
interlude of the New York World’s Fair, was 
to put aside sales promotion, sales training 
and advertising programs and “business as 
usual” became all-out “war production” for 
every first-class U.S. industrial concern. Vis- 
ual training techniques learned in the studios 
of Detroit, New York and Chicago film pro- 
ducers (as in others of this specialized craft 
in locations from coast to coast), were ready 
for our war industries and for the armed 
forces. It is significant and true that both 
films and visual training utilization methods 
applied on a broad mass scale by the Army 
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and Navy were not the result of their own 
limited prewar experience but were provided 
by commercial film companies, 


THREE REPORTS ON SIGNIFICANT PROGRAMS 


In the earliest phase of the important Vis- 
ual Aids for War Training program of the 
United States Office of Education, the Editors 
of Business SCREEN provided business with the 
first summation of the initial 48-film series in 
the area of Machine Shop Work, Precision 
Measurement, and Shipbuilding Skills. 


As this program was extended through the 
war years to an ultimate library of more than 
150 separate titles, including both motion pic- 
tures and individual filmstrips as well as in- 
structor’s manuals for each subject, the use 
of the visual medium was extended into plant 
training departments throughout the nation 
as never before. We summarized the U. S. 
Office of Education Visual Aids program in a 
1946 issue which was well-received, 

Both Army and Navy film production and 
utilization programs were on a scale un- 
dreamed of in prewar years, Millions of feet 
of raw stock were consumed, thousands olf 
motion picture and filmstrip projectors util- 
ized in training camps and bases both here 
and abroad, as well as on nearly every type of 
ship at sea, The successful work of the Train- 
ing Film and Motion Picture Branch, Bureau 
of Aeronautics, and the contribution of indus- 
trial film producers from New York to Cali- 
fornia was reported in the Navy Issue of Bust- 
NESS SCREEN, It was a memorable and sizeable 
document, authoritatively edited by the ofh- 
cers and men who served in that historic 
war training effort. 


The report of the Army Pictorial Service 
completed our trilogy on the wartime phase 
of audio-visual communication growth. Pages 
of significant data on the effects of films in 





THE THREE PHASES OF THE WAR PERIOD AND AFTER 


changing men’s minds and attitudes in vital 
morale programs, on the effectiveness of the 
audio-visual method in skill training, will 
make this Army issue historically useful in 
years to come. 


VITAL STATISTICS ON BUSINESS FILM MAKING 


Publication activity was to become of sec- 
ondary importance during the war era, except 
for manuals and other direct contributions 
to the immediate training tasks at hand. Pei 
sonal detail on behalf of manufacturers and 
producers in connection with the War Pro 
duction Board accounted for countless days ol 
travel and consuliation. 


The statistical background thus acquired, 
however, will prove invaluable as a base fon 
vitally needed industry figures on manutfac- 
ture and finished film production. By 1945, 
for example, we knew certainly that all known 
and measureable companies active in the field 
of business and industrial film production 
(and by that time largely converted to wat 
film production of one kind or another) were 
absorbing 38,000,000 feet of 35 mm negative 
and positive film in a single year. Hundreds 
of millions of feet of 16 mm_ positive stock 
resulted from these “‘originals,”’ 


It was easier to know the size and characte) 
of the industry itself, Lists of hundreds of so 
called “film producers’ boiled down to less 
than one hundred when we applied real meas 
urements of capacity, personnel, and expe- 
rience. ‘These were important clues to needs 
of the immediate present. Caveat emptor! is a 
dubious industry motto on which to build a 
permanent prosperity. 


MARGINAL Notes On AN ERA 


These, then, are marginal notes for a more 
detailed report on an era spanned by the 
years pre-war, the war years and the confused 
chaos of the first year after the war. ‘The sub- 
stance that was real and lasting in the begin- 
ning of this decade has lasted. Real progress 
is, of course, always just ahead and if that is 
so, the sense of urgency and importance which 
those who serve the medium feel in these days 
might be a pretty good sign of good things to 
come. 

Our own measure of growth is in the grati- 
fying numbers of business and industrial con 
cerns, associations, agencies and others who 
read this periodical and pay for it. OH 
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Fitm Councit of AMERICA MEMBERS AND Guests attend a Chicago Film Council meeting at 
which C. Scott Fletcher was the Speaker, Above (l to r) are Irv. Boerlin; James Brown; L. C, 
Larson; Horace Jones; Linc Burrows; Richard Griffith; L. C. Lowry; Dennis Williams; Wal- 
ter Johnson; Chester Lindstrom; David Strom and W. A. Moen. 


Mayors Meer to Tak Fitms at the Jam RCA Opens New YorK RECORDING STUDIOS 
Handy studios in Detroit. Present abou Present are: (l to r) W. W. Watts, V.P., RCA 
(l tor) James M. Lupton, Director of Traffic, Engineering Products Dept.; Frank M. Fol- 
Detroit Police Department; Mayor David L. som, Executive V.P., RCA Victor Division; 
Lawrence, Pittsburgh; and Mayor Edward ] Barton Kreuzer, Mgr. Film Recording; and 


Jeffries, Jr., of Detroit. H. D, Bradbury, Mgr. of the New York studios. 


INDUSTRIAL, AUDIO-VISUAL AssocIATION Executives pictured at a recent session in Chicago. Above 
(1 to r) are O. H. Peterson, Standard Oil Co. of Indiana; N. A. Pontet, Owens-Illinois Glass 
Paul Lawrence, International Harvester Co. (president); Ed. Hee kler, Ar- 
Red Hogan, Kraft Foods Co.; and Frank Greenleaf, Carnegie-Il- 
linois Steel Co. (secretary). Peterson and Hogan are directors of the industrial film users group. 


Co, (treasurer) ; 
mour & Co, (vice-pre sident) ; 
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Camera: 


A Business Screen Pictorial Review 
of Interesting News Events Around 
the Country During the Past Month 


Firm Councit LEADERS LOOK AT THE RECORD 
at recent Chicago executive session, Above (l 
to r) are George Zook, American Council on 
Edication; C, R. Reagan, President of the 
Film Council of America; Carl Milam of 
Imerican Library Association; and Roger Al- 
bright, Motion Picture Association. 


ScoTr FLETCHER diagrams on organization 
chart for the Film Council of America at 
Chicago meeting held last month, 


Prediction: What the Future Holds 
for Adult Visual Education 


We bring you a brief excerpt from the Chi 

cago Film Council address by C. Scott Fletcher, 

President, Encyclopaedia Britannica Films. 
* We have come far and fast in the last 
half century and, in my opinion, we can if 
we will, go even farther, faster, in the next 30 
years. By 1977, I confidently believe that 
movie projector equipment will be just as fa- 
miliar in millions of homes, churches and 
schools as is the radio today. And you know 
how few people had radios in their homes 
three short decades ago. 

This will be vitally necessary. By 1977, I 
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predict, that the average life expectancy of Americans 
will be 70 years. Our world will be even more complex 
than it is today. The increasing life span and the grow- 
ing complexity of the world will demand far more at- 
tention to adult education. 

The experience of the Army and the Navy in using 
training films has proved conclusively that people can 
learn faster and more easily by visual means. The edu- 
cational film can be a potent and important method of 
fulfilling the greatest need of our modern times, adult 
education, 


OUTLINES PRODUCTION PROGRAM FOR YEAR 


For that reason Encyclopaedia Britannica Films is in- 
augurating a three-point program to do its part in this 
crucial movement. First, we intend to speed up our pro- 
duction until we are producing at least one new film 
each week. Second, we intend to make our motion pic- 
tures available not only to schools but to all organiza- 
tions and individuals either by direct purchase or by 
rental. And third, and most important, I wish to an- 
nounce today for the first time that Encyclopaedia Bri- 
tannica Films will this year begin to produce sound films 
especially for the home and adult education, During 
1947 we will produce at least six films directly designed 
for adult audiences, This is an entirely new departure 
for our company, and it is, I feel, in keeping with the 
times and with the essential development of visual edu- 
cation. 

In the fall of this year we intend to make another ex- 
periment. In a Chicago theater every Saturday during 
the month of September we will hold showings of spe- 
cially selected and produced films for adult audiences. 

Connected with this series will be talks by Robert M. 
Hutchins of the University of Chicago and other promi- 
nent educators who will demonstrate the effective power 
of the motion picture for education and information. 

Four distinct groups will be selected for this test. One 
group will be made up of parents; another group of edu- 
cators and teachers; the third, members of various service 
organizations of Chicago, and fourth, business employers 
and employees. 


FREEDOM OF THE SCREEN IS AN ESSENTIAI 


The power of the screen must be held by all of us in 
sacred trust. It must, of course, be free; but it must also 
be honest. This is what Eric Johnston said recently about 
that subject: ‘““The screen must be free to portray faith- 
fully and to explore intelligently the whole realm of 
human knowledge and activity. It must be free from 
repression, and it must be free from propaganda, Only 
a free screen truly reflects free institutions and the lives 
of free people.” 

The aim of every American is, I am sure, not only to 
preserve but to improve our free society. We are just 
as determined about that as we are to prevent another 
world war. Many men are pessimistic about our ability 
to do either. Iam not one of these men, But I do firmly 
believe that if these things are to be done, education, 
realistically fitted to the needs of the atomic age, is 
essential, not only for the youth but also the adults of 
this and other nations. 

Unfortunately, most adults shun, as they would a 
plague, organized education at the time when it would 
do them the most good. They think it is too dull. Noth- 
ing, however, can be more interesting. We have a great 
opportunity by means of at least one modern tool, the 
motion picture, to make it so palatable that it will be 
eagerly sought after. People must spend more of theit 
increasing hours of leisure in learning how to live to- 
gether and in growing mentally and spiritually. 7 
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A BUSINESS SCREEN SPECIAL REPORT 


PROJECTION TO M ass 
Audiences 


for Films 


Ihere is strong temptation for film sponsors to take their prints 

where paths of least resistance lead. ‘Theatre audiences, thousands 

of schools well-equipped with 16 mm sound projectors, itinerant 
| road-showmen serving the cause of entertainment in the rural 
held: these provide available and most valuable audiences for 
many kinds of films. 

But we need to be reminded that those adults who shop 
] and buy in department and chain stores, visitors to all kinds of 
| conventions and trade shows, crowds that gather at sporting 
| events, In transportation centers, and all kinds of concentrations 
of people on the street and in meeting halls constitute a legitimate 


and important audience for interesting commercial films. Projec- 


tion must go out and meet the people. 
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SECTION A-A 


Plan for 
Retail Store 


ae THE MAGIC OF FILMS’ boxofhice appeal is well known to 


department store sales personnel; their effectiveness for training 









and employe indoctrination is becoming equally well recognized by 
store training executives. Lack of a suitable place where all types 
of audio and visual demonstrations may be successfully carried on 
is one grave handicap in most retail stores. 


Customers as well as employees can benefit by educational film 


* A BUSINESS SCREEN ORIGINAL BY C. NEWTON, 
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SECTION 


showings and the room to be provided should satisfy some of these 
requirements. Here is a Business SCREEN original plan as carried 
out by Clarence Newton of Villa Park, Illinois, our consulting 
architect. It provides the following: 

(1) 
(2) 
niture, rugs, radios, refrigerators, kitchen units, stoves and washers, 


The plan is for a combination demonstration and classroom. 


The demonstration room can display large items such as fur- 


according to the type of educational program being offered. It is 
ideal for cooking classes. 

(3) A theatre is provided for film showings, style and other exhibi- 
tions, The theatre may be quickly converted for employee train- 
ing purposes, 

(4) 
tages for special displays, juvenile shows and pageants, etc. 


In the holiday season, such facilities have many definite advan- 
In all 
cases these rooms should be adjacent to the sales areas. 

Local equipment dealers and builders can furnish all infor- 
mation on local ordinances and other conditions which may have 
to be considered in a definite store plan. 


CONSULTING 


ARCHITECT °* 
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i} it ALCOA’S “ALUMINUM LIVING” SEEN IN DEPARTMENT STORES 


@ A SEQUEL TO THE STORY of the ex- 
tensive film operations of the Aluminum Com- 
pany of America (Business SCREEN: No, 6: 
Vol. 7) is contained in this brief pictorial re- 
port of Alcoa’s popular “Aluminum Living” 
show designed by Gardner Displays and now 
touring U.S. department stores. Dioramas, 
lighted transparencies and films are used, 

Showings of Unfinished Rainbows are a 
prominent feature of the exhibition. Mills 
Panoram equipment is used in the special 
movie display unit for rear-screen showings 
of this Wilding-produced color subject. 


An outstanding diorama in the Alcoa show 








IN FOREGROUND ABOVE Is THE VISUAL DispLay UNIT featuring rear-screen motion picture projec- 
tion in the “Aluminum Living” show. Little difficulty is reported for the maintenance and 
operation of this crowd-pulling feature in the outstanding exhibition now touring U.S. 
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MASS AUDIENCE OPPORTUNITY: TAKE FILMS TO CROWDS 





\ Crowp Gatuers in Chicago's Northwestern Railroad station to watch a film showing on a 


self-contained model 16 mm sound motion picture projector, 


VER SINCE 1938 the Editors of Business 
ScREEN have reminded our readers ol 
opportunities for film audiences in 
places where crowds gather. Concentrations 
of “waiting trafic’ in such places as railroad 
stations, airline and bus depots and ticket of 
fices, offer natural possibilities for good pro 
jection arrangements. 

Now that commercial “automatic” contin 
uous 16 mm sound projection of the Panoram 
type is available and greatly improved, these 
self-contained “‘theatres-on-wheels” may help 
solve the problem of getting trafhc for show 
ings without blocking aisles and exits. 


For a more formal presentation where space 


permits, a regular theatre might be installed. 
\n original Business SCREEN concept of such 
a room is printed below. This amounts to 
converting a certain amount of waiting room 
seats into an informal and highly accessible 
small theatre. Such a theatre is by no means 
confined to the railroads: it would be equally 
valuable in the department store, sales room 
or branch office, 

Cost of equipment of the self-contained pro- 
jection unit type is in the neighborhood of 
$600; a small theatre costing several thousand 
dollars would easily repay the sponsor in the 
promotional value of having many thousands 
of persons each week to view his film message. 


A SMALL Mopern THEATRE FOR A RAIL STATION is sketched here to show the possibilities of a 


layout of this type where “waiting traffic” 
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METALS AR 2 UG? BS 
Sponsor: North American Philips Company, 
Inc, Film: Norelco Diffraction Apparatus. 
* Ihe use of the Geiger-Counter X-ray Spec- 
trometer, which came into such importance 
during the war, is explained with clarity and 
simplicity in a new hour-long 16 mm slide 
film Norelco Diffraction Apparatus, sponsored 
by the North American Philips Company, Inc. 
Much of the work done by the apparatus 
is simple enough to be performed by virtually 
unskilled operators, but the elements which 
make the Geiger-Counter work are more com- 
plicated. Norelco Diffraction Apparatus, to- 
gether with its accompanying lecture, presents 
a picture and story complete enough to train 
laymen.in the use of the apparatus. 
PRESENTS MECHANICAL USAGE 
The film explains the basic usage of X-ray 
diffraction equipment and then in a break- 
down demonstrates the simplicity of use. In- 
cluded are pictures showing how to change 
X-ray tubes through the removal of only four 
screws—of importance since difference in tar- 
get material necessitates different tubes. 
Some scenes of the film are devoted to the 
proper technique and use of cameras with 
X-ray equipment, including the camera in 
which film is mounted with the specimen to 
be analyzed, Final scenes of the film portray 
use of the equipment with a portable X-ray 
tube, adapting it to special procedures. 


THE STORY OF NICKEL 


Sponsor: United States Department of the 
Interior, Bureau of Mines. Film: The 
Story of Nickel. 

*% The Story of Nickel, produced in coopera- 

tion with private industry, is the latest addi- 

tion to the Bureau of Mines library of edu- 
cational films. A revision of Nickel High- 

Lights, the new film has a running time of 

30 minutes, and has been considerably simpli- 

fied so that it may be used both by schools 

and technical groups. 

Ihe’ movie opens with scenes of a huge 
reservoir and power plant, generating elec- 
tricity for the nickel mines in the Sudbury 
District of Ontario, Canada. Scenes are shown 
of Canadian timber and railroad equipment 
necessary to the operation of the mine, and 
of workers on the way to their jobs. 

I'he camera then moves underground, show- 
ing actual mining operations. Safety features 
are emphasized, such as timber shore-ups to 
prevent cave-ins, and the expert handling and 
setting of explosives. 

Ihe film shows mined ore being delivered 
to rod mills for grinding and crushing, and 
the pulverized ore being washed into classifiers 
and separated. It takes the ore through the 
process of removal of other metals to the final 
production of washed nickel sulphide. 

Absorbing scenes highlight the refinement 
of rolled nickel and high-nickel alloys, with 
shots of great electric arc furnaces, and giant 
ingots being readied for final processing. The 
film ends with shining sheets of nickel await- 
ing shipment, 
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A good human relations film on the benefits of courtesy 


is made available as a packaged program for all business 


HE Editors of Business SCREEN select 
the film By Jupiter as an outstanding 
contribution to the field of better hu- 
man relations, Here, at last, is a new picture 
which brings to American business one of the 
most effective screen presentations and accom- 
panying utilization procedures seen in years, 

Created last fall for Marshall Field & Com- 
pany by Wilding Picture Productions, Inc., 
By Jupiter is a 30-minute exposition on the 
personal benefits of being “wisely selfish” un- 
derscored by the theme “courtesy is conta- 
gious.” Literally, it is the screen story of one 
day in the life of “average guy” Thornton J. 
Poindexter. 

A Brier SYNOPSIS OF THE FILM SToRY 

Poindexter is “discovered” in the opening 
sequence by Jupiter and Juno from their van- 
tage point on Mt. Olympus. Jupiter is trying 
out his waning miracle-working powers and 
Poindexter looks like a great subject for the 
experiment. He has just been through a com- 
pletely miserable day in which everyone had 
contributed some unpleasantness, beginning 
as usual, with himself. Through Jupiter's in- 
tervention, he gets a chance to relive the day, 
At each instance where the events of his day 
had turned out badly, the strains of Jupiter's 
lyre remind Poindexter to “lead” with a little 
wise selfishness by being kind and courteous 
as well as thoughtful. 

As Poindexter learns to be courteous, he 
learns that courtesy is contagious, As a result, 
life becomes much happier for him and for 
those he meets. This is the picture story, 
amusing, well-cast and skilfully produced. But 
there’s real magic in how the picture was used 
and in the favorable reaction of store employ- 
es to this effective courtesy training program. 

Mabe FoR Fietp’s ANNUAL PROGRAM 

The original training problem came with 
Field’s annual holiday “rush” with its terrific 
personal pressure on “old timers” as well as 
the thousands of new workers hired for the 
Christmas season, Courtesy is one of this great 
retail establishment’s valuable assets and 
each year a special training program is devised 
to retain it. With the help of Garret L. Ber- 
gen, divisional vice-president and personnel 
manager and Mildred Bartlett, director of 
employe training, this year’s program built 
around the film By Jupiter is a model job. 

From November 19 to 23, the store sent reg- 
ular batches of employes to Chicago's Selwyn 
Theatre, a legitimate playhouse near the 
store. On arrival each was presented with an 
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attractive program, Following the picture, 
Mr. Bergen delivered a short, informal talk. 
On leaving the theatre, each member of the 
audience received a clever printed piece with 
the advice “How to Make Every Day a By 
Jupiter Day!” 

This daily schedule was simple and effec- 
tive. But on their return to the store and all 
during the holiday season, employes were re- 
minded of Jupiter's message with a recorded 
version of the lyre music played over the pub- 
lic address system. These 15-second “harp 
runs’ made employes into a friendly frater- 
nity and brought frequent smiles. Customers, 
of course, knew nothing of its meaning and 
that, too, helped employes feel a closer bond. 


A By Jupiter column in Field’s employe 
house organ carried daily interviews praising 
the film and its effectiveness. The store has 
been deluged with inquiries, ranging from 
women’s clubs to the Chicago Police Depart- 





Garret L. Bergen personnel manager of Mar- 
shall Field & Company, “illustrates” the lesson 
of “By Jupiter!” at showings of the picture. 


ment. Mostly, however, the general nature of 
By Jupiter, which contains no reference or 
scenes of a retail store character whatsoever, 
makes it a perfect subject for many other 
kinds of business, 


PACKAGED FOR OTHER Business Ust 

Ihe entire program, including the 30-min 
ute film (16 mm sound print) , an instruction 
al manual on its use, the theatre program, a 
souvenir booklet and a tie-in talk to follow 
the showings, has been “packaged” by the 
producer, Wilding Picture Productions, Inc. 
We urge you to see and use it. 








BeLtow: Thornton J. Poindexter is reminded “By Jupiter!” to be courteous. 
Jupiter and Juno work the “miracle” of Poindexter’s new character, with the 


happy result shown in the scene lower right, proving “courtesy is contagious,” 
































Case History: rural Ameriea S2==== = 


FARM AND LUMBER PRODUCTS IN THE NEW FILM ence use, the point of the film is carried in 


HE NEW FILMS lead off in February 
with a number of agricultural subjects. 
Dairying, lumbering, chicken hatching 
and the good business of farming itself are 


noteworthy among the programs of the month 


ELSIE COMES TO LIFE 


Sponsor: Borden Company Film: Life With 
Elsie, Producer: B. K. Blake, Inc 
*% Elsie, Borden’s famous cow who has ap 
peared in countless magazin advertisements 
for the past twelve years, is now the star of a 
new color motion picture, Life With Elsie, 
which tells the story of the milk industry. 
The problem of portraying Elsie in an ani 
mated cartoon was an unusual and difficult 
on \ very precise impression ol Elsie's 
character has been formed by the American 
public alter so many years’ acquaintance with 
her; any slight deviation from this character 
would have robbed the film of its charm and 
credulence, besides having a detrimental el 
fect on Borden's delightful trademark. But, 


after testing dozens of voices and discarding 


(BELOW) Elsie, Borden's widely-advertised cow 


is the heroine of tke new animated cartoon 


subject reviewed on this page 
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tie-in materials for the various companies and 
dealers are now being produced for use in 
intensive local promotion. 

This film, on the milk industry, is the first s| 
of a series of film packages designed to pre- P 
sent Borden products to motion picture au- 





diences, Productions are also being planned 
on cheese, coffee and other products. 

George Blake wrote and directed Life With 
Elsie, and B. K. Blake, Inc. produced for the 
Borden Company. 








LUMBER INDUSTRY 





Sponsor: Weyerhauser Timber Company. 
Film: “Green Harvest.” Producer: Wild- 
ing Picture Productions, 

* Green Harvest is a public relations film 

designed to show how one of the major lumber 

producing companies of the country conducts 


Because the film is meant for general audi- 


story form. A young couple, played by Inez 





hundreds of cartoon likenesses, Elsie has fi- Cooper and Bob Wilcox, take themselves off 
nally become alive, and the resulting animated to a cabin in the Northwest forests for thei 
sequences of her home life add a great amount honeymoon, 
of popular appeal to a good educational pic- While enjoying the scenic splendors of the 
ture, wooded region they get into a discussion of 
\n interesting sidelight on the intensive whether lumber companies are destroying the 
and prolonged production work involved in forests. A visit from her uncle, who is a tree 
bringing Elsie to life is the possible use of specialist, settles the question for them, as he 
the character in television programming. explains and the picture illustrates how the 
Borden has been a pioneer television adver- Weyerhauser Company operates. 


tiser and a silent static Elsie has become Shown are the tree farms and re-foresting = 


well known to televiewers as the Company operations of the company. Selective logging 


trademark. ‘The establishment of the moving, and replanting of logged over areas assure a 
talking cow may lead to a much increased continuous supply of lumber in the regions 
owned or controlled by Weyerhauser, as well 
as protecting the forests, the watersheds and 
preventing erosion in this, one of America’s 


few remaining heavily forested regions. 


use of her in future television commercials. 
Following the animated introduction, Life 
With Elsie tollows in live action the path 
of the milk we drink from cows grazing in a 
pasture to the milkman at the door. We are . . 
wort “ Exteriors for the film were made in Oregon 

shown the cow barns, milking, receiving sta- eer . . . 
and Washington, interiors were filmed in the 


tions, bottling plants, and the elaborate test- pon 9s eng 
5 | : Wilding Studios in Los Angeles. 


ing procedures in every step of the way to 

insure fresh, pure milk of a constant high 

quality, JUST FOR FARMERS 
One interesting sequence shows the testing 


of milk bottles under a polariscope to deter- Sponsor: Texas Company, Film: Just A Farm- 


mine strength. Bottles with weak spots are er. Producer: Audio Productions 


discovered by the characteristic red, green and *% The average worker or small businessman 
yellow rings caused by internal stresses and 


are discarded. 


in any line of endeavor usually gets along 





Life With Elsie is a good example of care- 
ful film planning. From its inception the 
film has been organized as a production-dis- 
tribution-promotion package to meet the ex- 
act needs of the Borden Company. Because 
the Borden organization encompasses thirty 
local companies operating in as many cities 
throughout the country, often with a different 
corporate name, the film was produced so 
that local names and scenes could be substi- 
tuted in versions for the use of each company. 

One hundred prints will be used initially 
in coordinated distribution and promotion 
plans involving non-theatrical school and adult 
group shows, Promotion pieces and suggested 








BUSINESS SCREEN MAGAZINE 

















pretty well with just one trade. A man may 
be a metalworker, carpenter, electrician, or 
keeper of a grocery store, and if he knows 
that business well enough he can get by. 

But the farmer, the successful farmer, must 
be a man of many trades. He must be a veter- 
inarian, a horticulturist, an agronomist, an 
engineer, a chemist, and a possessor of a dozen 
other skills. And to “get by” in his profession, 
the farmer must have a good working knowl- 
edge of all his trades. 

The farmer would not call himself a man 
with a multitude of trades. To himself he 
is “just a farmer”. But understanding the 
great interest a farmer has in his own work, 
and wishing to identify him in all his many 
interests, the Texas Company is now showing 
Just A Farmer to rural audiences throughout 
the country through Texaco offices, film de- 
positories, Grange, 4-H and Future Farmer 
auspices. 

Just A Farmer is a 25 minute black and 
white soundfilm telling some of the ways to 
be a success in agriculture and pointing up 
the necessity for the farnier’s many skills in 
making his farm a profitable enterprise. 


CHICKEN HATCHING TIME 


Sponsor: Hall Brothers Hatcheries, Walling- 
ford, Conn, Film: “Chicken Hatching.” 
Director: Robert Jennings, Camera: Hen- 
ry Roger. 

* Roras together with Jennings Television 

have recently produced a motion picture in 

color on Chicken Hatching for Hall Brothers 

Hatcheries, Wallingford, Conn. Showing the 

mass hatching of chicks by modern scientific 

methods this film shows for the first time in 
color what happens inside the egg 


5D 


during 
incubation period, 

Starting with a 24 hour old embryo the 
beating of the heart may already be observed. 
At 36 hours the circulation of the blood 
through arteries, veins and capillaries in 
the tissue may clearly be seen. The story of 
this section is completed with the act of hatch- 
ing, that is the breaking of the shell and the 
chick emerging. 

The scenes were taken in Rolab’s Photo- 
Science Laboratories by special micro motion 
picture technique developed by Henry Roger. 

Other scenes show what happens to the 
chicks after they are hatched. Quantities of 
them are flown by large two motored planes 
to all parts of this hemisphere arriving at 
their destination within hours after they are 
hatched. 


MAGIC IN AGRICULTURE 


Sponsor: Ethyl Corporation. Film: Magic In 
Agriculture. Producer: Audio Produc- 
tions. 

* The Ethyl Corporation, whose fine overall 

program of motion pictures for farm audi- 

ences was reported in the June, 1946 issue 

of Business Screen, has recently released a 

new film, Magic In Agriculture, telling the 

story of farm chemurgy. 

(CONTINUED ON THE NEXT PAGE) 
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View showing the Dailey Mills automatic slidefilm theatre setup in the exhibit at Poultry Show. 


Dailey Mill's “Automatic” Slidefilm Exhibit 


*% Pathescope Productions recently com- 
pleted for Dailey Mills of Olean, New York, a 
color-cartoon film which introduced the first 
public use of a new fully-automatic sound 
slidefilm projector. The pioneer demonstra- 
tion took place at the National Poultry Show 
in Madison Square Garden, New York, from 
December 27th to January Ist. The Dailey 
Mills exhibit, promoting “Double Diamond” 
feeds, was built entirely around the _ film, 
which was shown continuously, 


The sound slide film is entitled What Every 
Chick Should Know. Designed specifically 
with the Poultry Show audience in mind, the 
film tells a scientific story in entertainment 
terms. The treatment of the film makes use 
of color cartoons and character voices to de- 
pict the adventures of Charles J. Chick, an 
undernourished weakling, who considers him 
self a disgrace to the barnyard, The story 
line conveys an effective, factual sales message. 


The film and projection equipment were 
housed in a miniature red barn seven feet 
high and six feet long. Double doors swung 
open at the front to reveal a rear-projection 
screen on which the film was shown, The 


(BELOW) Diagram shows projector “throw.” 





loud-speaker was mounted behind a minia 
ture window above the barn doors. The pro 
jector, manufactured by Aids Equipment 
Corporation, New York, was equipped with 
a special wide-angle projection lens that per 
mitted a short throw of five feet. The film 
was spliced into an endless loop so that the 
projector's operation required only that the 
exhibitor’s representative reset the pick-up 
arm to the beginning of the record. The film 
ran continuously for 12 hours a day through 
out the five days of the show. 


\ noteworthy contribution to audience ac 
ceptability of the film was the projector’s 
elimination of the signal bell or gong, givine 
the effect of an uninterrupted story-flow. 


Color booklets were distributed to the audi 
ence. These booklets were illustrated with 
key frames from the film, together with ex 
cerpts of the dialogue. \lso included was a 
section devoted to a brief explanation of the 
biochemistry of amino acids and their rela 
tion to animal feeding. 


Dailey Mills has decided to repeat the en 
tire exhibit at a January poultry show in Bos 
ton. Later it will send the exhibit on tow 


(BELOW) Cutaway diagram of projection, 


~ 
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Case History: 


(CONTINUED FROM THE PRECEDING PAGE) 
Woven into a family setting, and intro 
“magic 


duced by a show” put on by the 


children of a typical farm family, the film 





(ABOVE) 


The family’s magic show introduces 


the theme of Ethyl’s new “Magic in Agri 
culture” farm film program. 


shows how important agricultural products 
have become to industry, It describes how 
many manufactured items, from plastics to 
building materials, have their roots in the 
soil. Though many farmers have not realized 
the importance of their part in supplying 
the raw materials for these items, they may 
hold the future of many industries in the 
products of their farms, 

Ethyl Corporation, through the coopera 
tion of its petroleum company users, and 
through its own branches, is presenting Magic 
In Agriculture to farm audiences throughout 
the country in granges and other county 
farm organizations. 
PUBLIC RELATIONS 
Film: 
Producer: Picto- 


Sponsor: Helms Athletic Foundation, 
Achieve With Honor. 
rial Productions, 

*% The Helms Athletic Foundation is a phi 

lanthropic organization set up by Paul Helms 

of the Helms Bakeries, Los Angeles, to encout 
age sports participation and = sportsmanlike 
conduct in the younger generation. In carry 
ing out this idea the Foundation provides 
scholarships and sports awards to worthy 
youngsters in the school system in and around 

Los Angeles. 

The film, Achieve With Honor, is a part 
of the sports education program of the Foun 
dation. It is a documentary film on the his 
tory of the Olympic Games. The picture 
traces the history of the Games from thei 
Greek origin to their modern form, stressing 
the sportsmanship involved and the values of 
friendly international rivalry as exemplified 
by the Games. 

Brief commercial relates the part played by 
the Helms in supplying bakery products for 
the Olympic Games crews in Los Angeles in 
1933, but the film is for the most part non 
commercial, and of educational value, Dis 
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tribution is restricted to company’s territory. 

Pictorial Productions, Hollywood, headed 
by G, J. Altfilisch, produced the picture, which 
is a combination of library footage on the 
Olympic Games, and recently shot fill-in 
scenes, 

Ihe picture will be distributed through the 
school systems around Los Angeles, and to 
youth groups and general audiences. Distri- 
bution will be handled by the Helms Athletic 
Foundation staff. 


COSMETICS INDUSTRY 


Film: 
Producer: 


Merle Norman Cosmetics, 
Your Face is Your Fortune. 
K. B. 16 mm Films. 

*® One of the first pictures ready for release 


Sponsor: 


filmed on the new commercial Kodachrome, 
Your Face is Your Fortune provides an excel- 
lent test case for the new film, showing as it 
does the delicate shades and pastel colors of 
the cosmetics used, 

And the film comes through with flying, or 
should we say, natural colors. Credit goes to 
the producer for excellent lighting, and to the 
new film for faithfully reproducing the difh- 
cult color nuances of the cosmetic originals in 
most Cases. 

Ihe film is for the purpose of demonstrat- 
ing the use of the Merle Norman brand of 
cosmetics and, of course, sales promotion. 

Shown is the complete procedure of facial 
makeup for a gala evening. To the male the 
process may seem pretty complicated, but to 
the ladies, for whom the film was made, it 
will probably be a good lesson in home beauty 
procedures. The main character, and all others 
in the picture, were selected as examples of 
average American women, and no attempt 
was made to glamorize them except by the use 
of the Norman line of cosmetics. 

Your Face is Your Fortune will be shown 
both to Merle Norman dealers and employees, 
and to the general public. 


CONFERENCE REPORT 


Sponsor: United States Rubber Company. 
Film: “Finding People for 
Producer: RKO Pathe, Inc. 

* Shortly before the December conference of 

US Rubber’s top sales and advertising execu- 


Products,”’ 


tives, home ofhce officials decided to present 
an important marketing idea to them through 
a new motion picture. RKO Pathe, Inc. was 
called in to attempt completion of a film pro- 
duction for this purpose in the few remaining 
days before the conference. 

Seven working days later Finding People 
for Products came out of production at Pathe 
and was delivered to US Rubber just 24 hours 
before the conference. 

Making extensive use of Pathe’s large li- 
brary of stock shots and music track, Finding 
People for Products demonstrates the ubiqui- 
tous markets which exist for US Rubber’s 
30,000 products. ““Wherever there are people, 
there is a market for US Rubber.” 

The new film will be used nationally at 
meetings of US Rubber’s sales and advertising 
personnel. 


Dealer Education 


Sponsor: General Mills. Slidefilm: “Additions 
to the Family” and “It’s a Pleasure.” 
Producer: Jam Handy Organization. 


* Now being shown to home appliance dis- 
tributors and dealers is a new General Mills 
sales training film on home appliances, pro- 
duced by the Jam Handy Organization, 

The 17-minute kodachrome sound slide is 
in two sections, The first, Additions to the 
Family, concerns the story of why General 
Mills has entered the home appliance field 
and why Betty Crocker is sponsoring the prod- 
ucts. The reputation of Betty Crocker, her 
influence on the buying habits of American 
homemakers, the advertising behind her—all 
these are pointed out for the benefit of home 
appliance dealers, handling a General Mills 
product for the first time. 


he other section, /t’s a Pleasure, introduces 





(ABove) Biggest production problem of the 
new General Mills film was photographing 
the Tru-Heat Iron with its highly reflective 
chrome surfaces, 


the Tru-Heat Iron, demonstrates its new 
features and presents a few informative facts 
for selling. 

General Mills home appliance district sales 
managers are showing it to distributors who 
in turn may order prints for exhibition to 
their dealers selling the Tru-Heat Iron, As 
other General Mills appliances enter the mar- 
ket, additional sections will be 
introduce them. 


filmed to 


FOR MUSIC BUSINESS 


Sponsor: Permo, Inc. Film: Points of Distince- 
tion. Producer: Burton Holmes Films, 
Inc. Distributed by: sponsor. 

* Permo, Inc., manufacturers of long life 
phonograph needles, has designed this film 
to achieve three objectives: first, sales train- 
ing for music store owners and clerks, second, 
introduction of a new needle product, and 
third, dealer education relative to manufac- 
turing technique, 

The distribution problem was aided by in- 
serting into the script many merchandising 
suggestions which apply to the promotional 
interest of the retailer. Also, a story frame- 
work was devised which centers around an 
Army pilot, who returns to his father’s record 
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shop, and a salesgirl—eventually resulting in 
a romantic ending. 

An unusual twist to the plot is created in 
the opening war sequences, when the pilot's 
life is saved because of the accurate function- 
ing of a tiny but vital instrument—bearing a 
Permo pivot. 





(ABOVE) Scene during the production of 
Permo’s new dealer education film reviewed 
in the editorial pages of this issue, 


COLOR FASHION PREVIEW 


Sponsor: Twentieth Century Frocks. Film: 
Miss Hollywood Jr. Producer: Gene Les- 
ter Productions. 

*® Featuring Twentieth Century Frocks’ line 

of California sportswear, Miss Hollywood Jr. 

is one of the fashion films that is setting the 
trend toward motion pictures for fashion dis- 
plays. 

Ihe film had its premiere January 4th at 
Arrowhead Springs Hotel, California, attended 
by more than 50 fashion editors from all oven 
the country. At this preview the 16 mm film 





(ABOVE) A little beauty goes a long way in 
the currently showing 20th Century Frocks 
picture for fashion display showings. 


was shown on a full size theater screen with 
excellent results. 

Story of the picture is a screen test for the 
fictional Miss Hollywood Jr., during which 
there is an opportunity for some “leg art” 
and a display of the Twentieth Century Frocks’ 
line of women’s clothes. 

Filming was done in Kodachrome by Dick 
Cunha, cinematographer. Narration is by 
Jack Bailey of the “Queen for a Day” radio 
(CONTINUED ON PAGE THIRTY-FOUR) 
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Retail Selling 


KENWOOD MILLS PICTURE 
HELPS RETAIL SALESMEN 


—~o- 





(RIGHT) A junior salesman shows the whole 
line to a willing but soon confused customer. 





Sponsor: Kenwood Mills. Film: Here Comes 
the Bride. Producer: Caravel Films, Inc. 
Distribution: by 
tives’ direct showing in stores, 


Kenwood representa- 


* In line with a policy of cooperating with 
dealers in their sales-training programs, Ken- 
wood Mills, maker of Kenwood Blankets, has 
released the sound-and-color motion picture, 
Here Comes the Bride. Its purpose is to help 
salespeople give an understanding service to 
the customer, and it demonstrates by dramatic 
example how a good salesman can help the 
customer choose merchandise for lasting sat- 
isfaction. ‘The film was introduced at a pre- 
view, at the Monte Carlo in New York, 


FitM STORY IN SYNOPSIS FORM 


The film tells the story of a bride who re- 
ceives from her uncle a gift check to be spent 
for something for the new home, something 
that will afford “beauty, comfort and luxury 
~all wrapped in one,” The bride’s mother, 
from her own experience, suggests that the 
ideal something would be blankets, and the 
bride sets out to buy them. She knows little 
about blankets, but she takes with her colo 
swatches of her rugs, wall paper and draper- 
ies. The salesman helps her select blankets 
right in size and color and shows her why she 
should buy on a quality rather than a price 
basis. The picture ends in the new home with 
the bride displaying with enthusiasm the 
blankets she has purchased. 


While the store scene is laid in the blanket 
department, the principles of good retail sell- 
ing used by the salesman are applicable to 
the entire store and to all lines of merchan- 
dise. The film shows how to handle the cus- 
tomer with tact and courtesy, how to present 
selling points effectively, how to increase the 
unit of sale and how to make one sale lead to 
another, The methods of the good salesman 
are contrasted in the picture with the futile 
efforts of a junior salesman who does not 
know how to get a shopper to make up her 
mind. 

In addition to its sales-training value, the 
film, which is entirely in color, shows a mod- 
ern blanket department, including counters, 
cases and displays. Three room settings in 
the homes of the bride and the bride’s mother 
were specially furnished and decorated under 
the direction of Winifred Troupe, Fashion 
Director for Kenwood Mills. 


Ihe cast is made up entirely of talent with 





Broadway stage and Hollywood screen expe 


rience, Joyce Franklyn, who played the lead 
in Dear Ruth tor USO productions, is cast 
as the bride; Carol Goodner, recently in the 
New York production of Blythe Spirit, plays 
the mother; Brandon Peters, well-known 
Broadway actor, plays the salesman; and Her 
bert Haves, now in State of the Union, plays 
the bride’s uncle. The picture was produced 
by Caravel Films, Inc., New York. 


COMPANY REPs TO SHOW THE FILM 


Here Comes the Bride (on 16 mm Safety 
Kodachrome film), will be exhibited by rep 
resentatives of Kenwood Mills in stores 
throughout the country during 1947. Each 
representative has been equipped with a 
sound projector, screen and two prints of the 
motion picture. 


YOUTH EDUCATION 
Sponsor: Thom McAn Shoe Stores, Film: 
“The Danger Line.” Producer: William 
J. Ganz. Distributor: Institute of Visual 
Training, 
* Appalling discovery by the National Foot 
Health Council, after measuring the feet of 
millions of students, that 87 per cent of chil- 
dren in public schools in 1946 wore outgrown 
shoes has moved a shoe manufacturer to do 
something about the situation. ~The result is 
the two reel motion picture, The Danger Line, 
just produced for use in elementary and jun- 
ior high school grades. 
This is a 16 mm subject, with sound, run- 
ning 18 minutes, An eight page teaching 
(CONTINUED ON PAGE SIXTY) 


(BELOW) Scenes from the new Thom McAn 


film “The Danger Line” now available for 
school showings via the producer. 








1. READING THE SCRIPT: Two actors (foreground) 


and a sound-effects man (background) play their parts 
luring the cutting of a Gulf Oil slidefilm transcription at 


Columbia Recording Studios. Producer was Florez, Inc 


2. AT THE CONTROL PANEL: A recording engineet 
fingers the controls on the panel in front of him in the 
sound-booth, regulating the volume of the voices of the 


actors reading their scripts in the studio before him 





8. CUTTING THE RECORD: An engineer inspects the 
grooves being engraved into the “lacquer master” as the 
actors play their parts in the reco:ding studios. At the 
right is the panel through which: the voices are piped 


from the studio to the master 


1. STRIPPING A MASTER: A werkman strips the pro 
lective coating from a “master” that he has just received 
from the recording studios, in the first step towards the 


manufacture of the transcription stamping plate 


5. PLATING PROCESS: From a “master” plate a “mother” 
is made, which in turn is used to produce the “stamper 
Here a workman removes a disc from a special bath used 


in the production of a “mother.” 








Business Screen Picture Story 
1 How a 


TRANSCRIPTION 





RECORD 
Is Made 








6. HIGH-SPEED PLATING PROCESS: A workman re 
moves a disc from a chemical bath after it has undergone 
high-speed electroplating in one of the steps involved in 


the manufacture of a stamper. It is from the stamper that 





the actual records are pressed 


7. STRIVING FOR PERFECTION: An engraver inspects 
every groove to insure that no fleck of dust has caused a 
bubble in the electroplating process of the “mother.” It 
is from the “mother” that the “stampers” for the actual 


pressing of records are made 


8. PREPARING TO PRESS A RECORD: A_ workman 


prepares to place the vinylite “biscuit” on a hydraulic 





press in the background. On the machine can be seen 


the “stamper” on which the label has been placed. When 





the transcription is pressed, the label is impress¢d in the 


vinvlite 


9. PRESSING THE RECORD: A workman is about to 
close a hydraulic press to press a transcription. On the 
press can be seen the material which forms the record, 
the label and the stamper (top of press). At the lowe 


right is a record that has just been pressed 


10. CHECKING THE TEST PRESSING: A technician 
examines a test pressing of a transcription before playing 
j / it on the turntable beside him. This examination dete 
1S mines the quality and perfection of the recording. All 


- SSF transcriptions at Columbia must meet the same high 
‘4 
Se lll al 


a - 


NAB characteristics as top quality radio transcriptions 








“4 Few Facts 
About Audio” 


J +s eaccin 
- LAS Py 
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AUDIO PRODUCTIONS, INC. 


PRODUCERS OF MOTION PICTURES 
630 NINTH AVENUE «+ FILM CENTER BUILDING + NEW YORK, N.Y. 
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d\ 
vidation 
Ay Jom 
producers! 


It takes a heap of skill and creative imagination to pro- 


duce a good film. We have the deepest respect for producers 
of integrity — among whom, we know, are talented amateurs 


now working in modest obscurity 


Knowing bow to produce is one thing. Knowing what to do 


with the finished production is another 


Distribution, too, 1s a highly specialized function, calling 
for long experience, sound planning, a sure insight into what 
can or cannot be sold. That's where we come in. WE KNOW 
DISTRIBUTION. 


This is our invitation to producers, skilled amateurs 
included, to avail themselves of our facilities for world- 
wide distribution of their productions. 


This is NOT a contest; there are NO prizes. This is a 
straightforward business proposal. If your picture has com- 
mercial value, we'll know it —and we will make an offer! 


yf ACADEMIC, Milton J. Salzburg and 
Baumstone, formerly the heads 
nco—hove been in 

r tweive yeurs We 


» have the Thannels 


have produced 
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Kodak Industrial Sales Program 


BARR HEADS INDUSTRIAL PHOTOGRAPHIC SALES DIVISION 


*% Eastman Kopak CoMPANy 
has announced the launching ol 
an extensive industrial sales pro- 
gram to bring wider distribution 
products 
among the substantially increased 
numbers of industrial and scien- 


of its photographic 


tific users of photography. 

The company announcement 
said that a new sales division, 
known as Industrial Photograph- 
ic Sales, was organized recently to 
spearhead the program and to 
promote latest technical photog- 
raphy among industrial firms, 
many of which have _ installed 
photographic departments — in 
their manufacturing plants. 

BreGUN DURING THE WAR 

Ihe new division had its incep- 
tion during the war when the 
company’s technicians worked 
closely with scientists and indus- 
try in making widest possible use 
of unusual photographic  tech- 
niques to break engineering and 
production bottlenecks, 

Today at Rochester headquar- 
ters the division is staffed with 
specialists familiar with the varied 
photographic techniques applica- 
ble in design, engineering, train- 
ing, production, record keeping, 
metallurgy, inspection, and re- 
search. 

An industrial —_ photographic 
laboratory for tests and demon- 
stration of Kodak's industrial 
photographic products serves the 
division which also draws upon 
resources of the company’s re- 
search laboratories for new devel- 
opments, 

OTHER Moves ARE INDICATED 

Other moves announced o1 
planned in connection with the 
stepped-up sales program include: 

1, Addition of industrial pho- 
tographic specialists to Kodak's 
regular staff of technical represen- 
tatives in the field. 

2. Extensive industrial adver- 
tising in trade magazines and col- 
lege publications. 

3. Organization of a distribu- 
tion system for industrial photo 
materials, with special training at 
Rochester for dealer personnel as 
soon as possrble. 

WituiaMm E. Barr, head of the 
new division, said that despite 
material shortages every effort is 
being made to fill increased in- 
dustrial demand for special pho- 
tographic materials, 
“Photography's wartime record 


as a production aid has led today 
to increased use of photographic 
techniques. Industry recognizes 
their value in improving manu- 
facturing efficiency. Requests for 
information on materials, equip- 
ment, and industrial photograph- 
ic procedures are coming to us in 
great numbers,” Barr said. 

He pointed out that not only 
has photography been put to hun- 
dreds of practical uses in business 
and industry but that new appli- 
cations are found daily. 

“With special techniques today 
manufacturers are putting engi- 
neering instructions and informa- 
tion directly on materials in pro- 
duction. They freeze high-speed 
motion with a camera that expos- 
es 3,000 frames a second. They 
are photocopying records, speed- 
ing chemical analyses, using pho- 
tography to see inside materials. 
It all adds up to better products 
produced faster at lower cost,” 
Barr said. 

MATERIALS ARE PROMOTED 

Typical of the materials to be 
promoted in the new program are 
industrial photographic papers; 
Kodak Transfax materials for re- 
production of drawings on any 
firm, non-absorbent surface; ma- 
terials for photoanalysis with 
spectrographs, electron  micro- 
scopes, and other scientific instru- 
ments; instrument recording ma- 
terials; and special materials for 
drafting and scribing such as Ko- 
datrace, a new translucent acetate 
sheeting. 

One of the contributions made 
by Kodak in recent months was 
the issuance on request of copies 
of the Index of Training Films, a 
compilation of more than 1700 
motion pictures and slidefilms 
available for low-cost purchase, 
rental or free loan for industrial 
training use. The book has been 
widely distributed. * 


TYPE TITLES 


.. . DUiIt up to a STANDARD 
not down to a PRICE 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 





341 E. OHIO STREET - CHICAGO 11, ILL. 
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BESELER MODEL OAS 





e Here at last is an opaque projector with a copy opening of 
74," x 10”"—big enough to fully cover the printing on an 
81.” x 11” sheet. Now full pages in magazines and books, 
maps, and other large size material can be clearly and com- 


pletely projected. 
al Beseler Model OA3 gives you amazing intensity of screen 


e illumination . . . outstanding in an opaque projector. Equipped 
with an 18” focal length lens, the projector will fill a screen 
of from 54/2 to 15 feet for projected distances of from 13/2 


to 27 feet. Uses two 500-watt lamps—AC or DC. Air cooled. 
Special features of the Beseler Model OA3 are a unique lock- 
ing device (Pat, Pend.) which enables the copy platen to be 


locked open in various positions for easy insertion of copy, 
and self-contained elevating legs. 


WRITE FOR NAME OF NEAREST DISTRIBUTOR AND FREE DESCRIPTIVE BOOKLET 


THE BEST PROJECTOR IS THE BESELER PROJECTOR 


ee 


LET OUR ENGINEERING DEPARTMENT SOLVE YOUR INDIVIDUAL PROJECTOR PROBLEMS 
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CHESAPEAKE AND 7 Ou1o RAILWAY 


(ABOVE) A recent C & O advertisement tells 
the public story of the Railroad’s new film 


showings to rail passengers. 


FASHION SHOW PREMIERE: 
(CONTINUED FROM PAGE TWENTY-NINE) 


show. Diane Garrett is Miss Hollywood Jr. 

This picture is the first of a series planned 
by the Twentieth Century Frocks company, 
and is one of many planned or in production 
by clothes manufacturers nationally for fash 
ion shows that can be screened in any section 
of the country at any time on a moment's 
notice, 

Main distribution of the film will be through 
the company’s distributors to fashion editors, 
and store buyers—but plans are being made 
for department store and point of sale show 
ings, and distribution to women’s clubs and 


general audiences, 


FIELD SALES TRAINING 


Sponsor: Rust-Oleum Mlg. Co, Film: The 
Battle Against Rust. Producer: Burton 
Holmes Films, Inc. 

*% Forty years ago on the high seas Captain 

Robert Fergusson discovered that fish oil was 

an effective rust preventive, and so he devel 

oped a fish oil compound which he named 

Rust-Oleum to aid industry in combating the 

problem of corrosion, 

The film opens with a visualization of the 
damage caused by rust to American industry 
This damage amounts to six billion dollars 
a year, equivalent to the loss of 20 million 
tons of iron and steel annually 

Rust-Oleum is then compared with ordi 
nary paint. A demonstration features its im 
pressive efhciency and labor saving characte 
istics. Animation scientifically explains the 
microscopic action of Rust-Oleum on metal 
Ihe picture ends with samples of typical pro 
duct application, covering a wide scope ol 
iron and steel structures. 

Although the educational values of The 
Battle 
primarily designed as a sales training film to 


Against Rust are considerable, it is 


be used by field representatives. 
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Motion Pictures Take to America’s Rails: 


( & 0 Inaugurates Train Showings 


@ CHESSIE THEATRE GETS NATIONWIDE PUBLICITY e¢ 


*& Passengers on the Chesapeake & Ohio Rail- 
way'’s George Washington from Newport News 
to Cincinnati recently attended the premier 
of the Chessie Theatre on Rails, latest idea of 
Robert R. Young, C & O’s board chairman, 
and instigator of several well-advertised cam- 
paigns to modernize railroad operations. 

Now a regular feature on the run, The 
Chessie Theatre occupies a regular dining ca 
remodeled for easy conversion to a theatre 
when not in use as a diner. 

Motion picture projection on moving trains, 
trucks or aircraft is not a new idea, but The 





(ABOVE) Interior view of the theatre coach 


showing screen and audience viewing the film 
performance on C & O's “George Washington.” 


Chessie Theatre is believed to represent the 
first permanent installation of theatre quality 
16 mm projection and sound equipment on 
a railroad for regularly scheduled entertain- 
ment use. 

Comprehensive Service Corporation, of New 
York, consulting motion picture engineers, 
made the installation of the film equipment 
for C & O. The project involved many prob 
lems in securing screen quality comparable to 
that of an unmoving set-up. Principally these 
were: power fluctuations causing variable 
sound and image brightness; the rumble of the 
car wheels on the tracks interfer ing with sound 
from the speakers; and an unpleasant vibrat- 
ing movement of the image on the screen 
caused by movement of the car. 

lo solve the powel problem, the ordinary 
railroad car self-charging battery was replaced 
by a powerful 3,000 watt generator sufhcient 
to supply all needs without fluctuation in the 
current furnished for film projection. 

\ special speaker was installed to utilize 
higher frequencies than ordinarily obtained 
by 16 mm sound equipment. The combina- 
tion of this, and a cone speaker, insured clarity 
and even volume throughout the car. 

\ steady image was obtained by synchroniz 
ing the movement of projector, audience and 
screen so that no counter-movement of the 


image can be seen. How this was engineered 


has not been divulged by Comprehensive Serv- 
ice, but the result has been so startling that 
audiences have declared they did not feel they 
were on a train at all. 

The Chessie Theatre is easily converted 
from the diner. Folding tables slide up at the 
sides of the car. Special draperies are drawn 
so that each side becomes a sound-proof wall. 
Ihe screen is set up on a bracket 45 feet from 
the 4 inch projection lenses. It takes a 42 by 
58 inch image. Dining chairs are set and 
staggered to form a theatre of 50 person occu- 
pancy with an aisle (lighted by regular theatre 
aisle lights) down one side so that passage 
through the car is possible without disturbing 
the performance. 

\ projection booth, set into the wall at one 
end of the diner, is 70 inches long by 44 inches 
wide. Because the booth is narrow, different 
makes of projectors, each of which could be 
easily operated from the center of the booth, 
were installed. An rca is used on the left, 
and a NATCO on the right with an automatic 
changeover mechanism in the center, 

Also located in the booth are film storage 
cabinets, rewinds, splicer, vents to lead off 
projection lamp heat, air conditioning, re- 
placement parts and tubes, a monitor speaker, 
microphone, and binoculars for focusing. 


The Chessie Theatre has been so successful 
in its first few weeks of operation that Com- 
prehensive Service is now making installations 
in two more C & O diners. 

Films shown have been first-run Universal- 
International products, including the world 
premier of Mark Hellinger’s new film Swell 
Guy. Among the passengers on the inaugural 
run was Jack Yellman, Eastern sales executive 
for Natco, whose projector was one of the 
two makes used in this installation. 


(BELOW) A view of the projection booth 
installation for the Chessie Theatre as de- 
scribed in the story on this page. 
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The most complele 16 MM Sound Studio in the East 





1226 Wisconsin Avenue, N. W. Phone Dupont | 800 
Washington 9, D. C. 
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United World Films, Inc., Buys Castle Films 
*% With the acquisition this past month of 
CasTLe FiLMs, pioneer producer and leadet 
in the field of home and non-theatrical films, 
Unitrep Worwp Fivms, Inc., affiliate of Uni 
versal Pictures, Inc., becomes a top-ranking 
firm in this branch of the film business. 

Castle Films, as a Division of United World, 
will continue under the executive direction 
of Eugene W. Castle, and will retain its pres 
ent organization and personnel, Mr. Castle 
has been named a Vice-President of United 
World and member of the board of directors 
of the parent company, as has Harry J. Spiess, 
formerly treasurer of Castle Films. 

Through its coordinated program with the 
J. Arthur Rank Organization in Great Brit 
ain and the acquisition of the Bell & Howell 
Filmosound Library, United World Films, 
Inc., with Matthew Fox as chairman of the 
board and James M. Franey as president, has 
launched a world-wide program, leading to 
the establishment of a “film encyclopaedia 
for the home.” 


Transfilm Makes 3-Dimensional Soap 
Programs for Procter & Gamble Sales Use 


@ TRANSFILM, INc., New York City, has been 
commissioned by Procter and Gamble, through 
its advertising agency, Dancer-Fitzgerald- 
Sample, Inc. to make three reels, each seven 
frames, of three-dimensional full color photog 
raphy viewed through the View-Master, Prod- 
ucts to be promoted in the sales promotion 


and advertising job are Ivory Soap and Dreft. 








| CAMERA EYE | 


Book “Clear Track Ahead” for 2.061 Shows 
@ Clear Track Ahead, Audio Productions’ 
new film for the Pennsylvania Railroad (re- 
ported in the December Business SCREEN), 





has been set for 2,061 non-theatrical bookings 
during the first two months of its distribution 
contract with Modern Talking Picture Service. 
Esso Marketers Use Slide Presentation 

@ Transfilm, Inc., has prepared a series of 
slide presentations for Marschalk & Pratt, New 
York advertising agency. The series of 314 by 
114 inch black and white, and Kodachrome 
slides document the agency’s Esso Marketers 
radio programs for internal promotion and 
record purposes. 


General Mills Nutritional Film Fits 

Into Regular Classroom Curriculum Plans 
* How nutrition information can be inte- 
grated into regular classroom studies is the 
theme of And So They Learn, 16 mm film 
now being introduced into educational circles 
by General Mills, the film sponsor and _ pro- 
ducer, 

The film, 13 minutes long, was made by 
the company’s Film Department during a nu- 
trition workshop at Mankato State Teachers 
College last summer. The six-weeks work- 
shop, a cooperative effort of the college, the 
Minnesota State Department of Education 
and the General Mills Department of Public 





Services, was conducted for the benefit of 


elementary grade teachers. 

And So They Learn is not a “before-and- 
after” nutrition story. It records an actual 
project in nutrition education, rather than 
picturing a staged, ideal situation. Various 
methods of weaving nutrition into classroom 
studies as demonstrated in the laboratory 
school were filmed as the activities took place: 
children raising a garden, painting a mural 
about foods and family eating, planning a 
picnic around the Basic 7 Food Groups, using 
animal experiments to learn the value of a 
balanced diet. 

The film also shows how teachers, working 
with parents, school administrators, health 
workers and other groups interested in nutri- 
tion, can apply nutrition information to daily 
life and to school and community problems. 

Designed for teacher-training schools with 
the avowed purpose of stimulating nutrition 
education programs in schools and commu- 
nities, the film is also being requested by 
numbers of public health workers. 


Council on Candy Completing Dietary Picture 


@ Council on Candy of the National Con- 
fectioners’ Association plans to complete by 
May ‘47 via RKO-Pathe, Inc. a film showing 
the making of candy and the dietary impor- 
tance of its ingredients, The picture will be 
shown to the industry and in addition 16 mm 
prints will be made available to school groups, 
P.T.A.s, women’s and service clubs, church 
organizations and other specialized groups. 








WATCH YOUR DRIVING 
PRINCIPLE 

















FONDA FILM 
PROCESSING EQUIPMENT DIVISION 
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STAINLESS PRODUCTS 





A film developing machine is only as good as its 
driving mechanism... the very feature that makes the 
Fonda machine your best buy today! 

The patented Fonda driving principle provides auto- 
matic control of film tension... the one sure method 
of eliminating film slack. Compare it with any other! 

Also compare these 5 important features: (1) low 
operating cost (2) simplicity of control (3) quality of 
construction (4) wide speed range (5) processes any 
type film...35 mm, 16 mm, color, black and white, 
positive, negative, reversal or microfilm. Write for 
details or visit our sales office for demonstration. 


Sales Office: 6534 Sunset Blvd., 
Hollywood 28, California * Factory: San -Diego 
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“There can be no flirtation with inflation ... hold that line.’ These were the words that Y 
came from our executive offices ... and with one sweep of the pen, prices on all PICTO- Y 
REELS home movies have been reduced 20%. You'll find these reductions in effect at YY 
your favorite PICTOREELS store. Yy 


8mm Silent — Complete Were $6.50... Now $5.50 YY 

16mm Sound — 100 ft. Musicals Were $9.00... Now $7.50 yy 

16mm Silent — Complete Were $10.50 . . . Now $8.75 YY 

YY 

16mm Sound — Complete Were $21.00 . . . Now $17.50 Y 

With these far-reaching reductions, Pictorial Films, Inc., a subsidiary of the internationally Y 


famous Pathe Industries, Inc., embarks on a new program in the home movie field. Not 
only are we holding the line against inflation, but we also plan to bring you new attrac- 
tions, new features, new entertainers selected from the best that the professional screen 
has to offer. Watch for PICTOREELS advertisements . . . write for PICTOREELS catalogues. 


Visit your PICTOREELS dealer more frequently. 


PICTORIAL FILMS, Inc. 


RKO Building Radio City 20, NY 


| GhaslolohiMmLeliieciiats e Chicago 4 \llinots 
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Douglas Uses Minute Movies 
to Find Production Employees 
@ [wo one-minute movies have 
recently been produced by LEON 
Benson, of the motion picture 
department, Los Angeles ofhce, J. 
Walter Thompson advertising 
agency, for Douglas Aircraft. 
Purpose of the minute movies, 
destined for showing in local the 
aters, is to secure production em- 
ployees for Douglas, 
only a 
very brief summary of the types 
of work available, and a quick 
resumé of the advantages of Doug- 
las employment. But 
usual, 


The films could show 


films, as 
could do the job more 
graphically and completely, in the 
limited time than any other me 
dium. 

The fact that the films 
needed to spur lagging employ 
ment would indicate that even in 
overcrowded Southern California 
the much talked about “full em- 
ployment” has 


were 


been practically 
reached, and should give pause to 
the predicters of an early “‘reces 
sion,” 


* 7 . 


Union Oil Slidefilms Series 
Announced by Graphic Films 

@ Second in a series of dealer and 
salesman training slidefilms for 
the Union Oil Company has been 
announced by Graphic Films, 
Hollywood film producer. 

No Squeaks, No Squawks is the 
title of this second production. 
The Spirit of 76 was the first in 
the series. 

he series is designed to convey 
the Union Oil company’s sales 
message to the dealers, salesmen 
and station attendants throughout 
the system, 

Realizing that much company 
sales information is merely glanced 
at, if noticed at all, this slidefilm 
series is designed as entertainment 
as well as information. Using the 
cartoon technique, the sales story 
is told entertainingly as well as 
convincingly, so that its message 
is bound to stay with the sales 
personnel. 


* * > 


Castle Films Division Offers 

New Visual Aids Catalogue 

@ <A_ new catalogue has been 
published by Castle Films Divi 
sion of United World Films, Inc., 
authorized distributor of U. S. 
visual aids, 


Government listing 


many new films released during 
the past year for school and indus 
trial training purposes. 

Now available are 730 sound 


16 mm motion pictures (and film- 
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IN THE PICTURE PARADE 


—Notes and News About Useful Industrial Films— 








strips for 35 mm slidefilm projec 


tors) to aid in teaching a great 
variety of skills from nursing to 
shipbuilding, with many films 
dealing with engineering and sci- 


Many ol 
films did an 


entific subjects. these 


Government out- 
standing job during the war in 
training men for factory work, 
and all have a permanent value 
in classrooms and industrial train- 
ing departments. Complete job- 
training series are available, pre 
senting a step-by-step approach 
to a job, each film graduated in 


difficulty, 
This 


catalogued collection of 


visual aids was produced by the 
U. S. Department of Agriculture, 
U. S. Office of Education, U. S. 
Navy and War Departments, U. 
S. Public Health Civil 
Aeronautics Administration and 
Administration, 


Service, 


Veterans 

Castle Films Division offers the 
catalogue free to all schools and 
industrial plants equipped to use 
visual aids, Address Castle Films 
Division of United World Films, 
Inc., at 30 Rockefeller Plaza, New 
York 20, N. Y. 


Fashion Pictures More Numerous 


@ Increasing use of films by 


FILMS for 


INDI 


STRY 


“SOIL AND THE 
SOUTH” 


Because Basic Slag, one of the by-products of steel making, 
is an excellent soil conditioner and plant food, the Tennessee 


Coal, Iron and Railroad Company is contributing this 20- 
minute sound motion picture in Kodachrome to the land im- 
provement program of the South. 


“Soil And The South” tells the story of one farmer, who with 
the help of his banker, the County Agent and Soil Conservation 
Service, brought his run-down farm back to year-around pro- 
ductivity. Thousands of farmers will see this film and all will 
he better farmers because of the experience. 


“Soil And The South” is another example of the wide variety 


of motion picture subjects produced from 


by Loucks and Norling. 


Loucn’s «Ki 


script to screen 
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women’s clothing manufacturers 
is indicated by Gene Lester Pro- 
ductions’ recent production sched- 
ule, 

In addition to Miss Hollywood 
Jr., current Lester production for 
Twentieth Century Frocks, Inc., 
recent productions by Gene Lester 
have included: Westward to the 
Sea, a preview of the 1947 line of 
bathing suits for Cole of Cali- 
fornia; The Secret, a retail outlet 
personnel training film for the 
Hollyvogue Hosiery Company; 
and a short fashion travelog of 
Hollywood, also for Twentieth 
Century Frocks, which was flown 
on completion to WGRB Sche- 
nectady for a televised California 
fashion show. 


* * * 


Willard Pictures Makes Slidefilm 
For Makers of Van Heusen Shirts 
@ Willard Pictures, Inc., 45 W. 
15th Street, New York City, has 
completed Meet the Men Who 
Make Van Heusen, a slidefilm in 
color, for the Phillips Jones Cor- 
poration, makers of Van Heusen 
shirts, ties and socks. 

The 52-frame slide film will be 
used as a part of the Van Heusen 
salesmen’s presentation to retail- 
ers and their salesmen in stores, 
and at specially arranged evening 
meetings, 

The film shows members of the 
Van Heusen family, from execu- 
tives to workers, and 

importance of the 
dealers. The extent 
and scope of the national adver- 
tising campaign is graphically 
presented to the dealer, and ways 
are demonstrated by which he can 
profit by 


factory 
stresses the 
company’s 


tie-in advertising and 
other merchandising hints, 
* * * 

Gallup Shows Movie Attendance 
Lower Than Previously Believed 
@ Ata recent meeting in Holly- 
wood of the Screen Writers’ 
Guild, Dr. George Gallup, noted 
public opinion expert, said that 
accurate that the 
average weekly movie attendance 
in the 


surveys show 
United States is now 56 
million—not 84 million, a figure 
frequently quoted by the Pro- 
ducers’ Association. 

Dr. Gallup went on to show the 
youthfulness of the American 
movie audience, with 19 the big- 
gest single age group, and rela- 
tively few people attending mov- 
ies regularly after 35. 

* + * 
@ Increasing interest by U.S. life 
insurance companies in film me- 
dium is noted by several studios 
now active on insurance programs. 
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New Films 


March of Time Releases 
Two New Forum Editions 

@ Two timely new 16 mm 
sound releases of the March 
of Time Forum edition are 
announced for March |, Sub- 
jects include: 

Atomic Power: story of 
atomic energy, tracing its 
early beginnings back to 1905; 
explains nature of atomic en- 
ergy and includes re-enact- 
ments of actual scientists 
performing original experi- 
ments. 

The New France: explains 
the political problems of 
France, the necessity for a 5- 
year plan for economic recon- 
struction, spirit of the French 
people. 

* - * 
Federation of Shipping 
Sponsors Marine Picture 
* The National Federation 
of American Shipping has an- 
nounced completion of the 
first all-inclusive motion pic- 
ture in sound and_ color 
which tells the complete story 
of the American Merchant 
Marine and its importance to 
the nation. 

Titled America Sails the 
Seas, the 16 mm film runs 32 
minutes and is complete with 
dramatic characterizations, 
narration, and has been set 
to thematic music. 

The Federation discloses 
that film will be distributed 
without charge to schools, 
colleges, civic organizations, 
fraternal groups, and to a lim- 
ited extent in some theaters. 
Distribution began January 
15. 

“The primary purpose of 
America Sails the Seas is to 
show the importance of ship- 
ping to every segment of 
American agriculture and in- 
dustry,” the Federation said. 
“The picture tells the neces- 
sity for an adequate Ameri- 
can Merchant Marine; how it 
operates; where it goes; what 
it carries; why it is vital for 
national defense and_ indis- 
pensable to peacetime com- 
merce.” 

Ihe picture required near- 
ly two full years of filming by 
Alfred T. Palmer, one of the 
nation’s foremost marine pho- 
tographers, It was filmed in 
many foreign lands prior to 
the war and in actual combat. 
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Be sure they’re G-E to be sure of: 


1, Greater screen brightness. 


More uniform screen bright- 
ness. 


2. 
3 Uniformly dependable per- 
* formance. 

4. 


Constant lamp improvement 
and development. 








G-E LAMPS 


GENERAL @ ELECTRIC 


Projection lamps 


Your dealer has plenty of 


popular high wattage sizes 


Don’t leave your audience in the 
dark! Keep “spare” G-E projection 


lamps on hand and the show will goon! 


See your dealer and get the “spares” 
you need ... so you'll always be ready 
for emergencies. Plenty of high 
wattage sizes for movie projec- 
tion now available. However, for 
some slide projectors and projec- 
tors using lower wattage lamps, 


the supply of lamps is still limited. 


For 
better ‘‘flash’’ pictures 
keep asking for 


GE midgél/ 









No. 6 
Focal-plane 








GOOD SHOWINGS GET FILM RESULTS 


@ Make sure your next film showing is a good 
one. Well-trained operators mean real program 
enjoyment, get film results. Easy-to-get lessons, 
diagrams, charts, etc. in the new Audio-Visual 


Projectionists Handbook, 1947 Edition. Order 
your copy today from Business Screen, 157 East 
Erie St., Chicago, 11, Illinois. 

Quantity orders for use by company repre- 
sentatives operating projectors in the field are 
invited. Discount schedule on request. 
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Rural customers see farm equip- 
ment demonstration via films. 


Films Sell Farm Implements 
@ When the farm equipment 
firm of Merry & Gibson opened 
a new building here at Efingham, 
Illinois, nearby owners and deal 
ers were invited to see a sound 
motion picture covering the use 
of Ferguson agricultural machin 
ery. In its campaign to promote 
soil conservation, the Berry Trac 
tor & Equipment Co., of St, Lou- 
is, is giving the film wide circula 
tion among agricultural students, 
farmers, machinery distributors, 
and Kiwanis and similar civic 
groups. Filmosound — projection 
equipment has been used for the 
past seven years by the Berry firm 
in its educational and promotion 
al activities, 

> * . 
UN Film Board Establishes 
Joint Film and Visual Services 
@ Ihe United Nations Film 
Board in its first meeting at Lake 
Success recently established joint 
services for the film and visual ac- 
tivities of the United Nations and 
the Specialized Agencies. Cha 
ter members of the board include: 
The United Nations, United Na- 
tions Educational, Scientific and 
Cultural Organization, and the 
Food and Agriculture Organiza 
tion, Attending the meeting were 
representatives of the Interna 
tional Labor Organization, World 
Health Organization, United Na- 
tions Relief and Rehabilitation 
Administration, and the Interna 
tional Monetary Fund, 

Assistant Secretary-General of 
the United Nations Department 
of Public Information will be 
chairman of the Board for its 
first six months. 

M. Jean Benoit-Levy, Director 
of the Division of Films and Vis 
ual Information in the United 
Nations Department of Public 
Information, will serve as director 
of operations, His associate direc 
tor, with headquarters in Paris, is 
William Farr, Counsellor of the 
Mass Communication Division of 
the United Nations Educational 
Scientific and Cultural Organiza 
tion. 
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DEPARTMENT OF AGRICULTURE EXPANDS 


NATIONAL FILM DISTRIBUTION NETWORK 


@ Recommendations of the Film 
Council of America have been 
carried out in a new plan for dis- 
tribution of U. S. Department of 
\griculture motion pictures, car- 
ried out in response to many re- 
quests from libraries to cooperate 
in the distribution of the films. 

Gist of the plan is that as soon 
as any library, in addition to the 
76 present depository libraries, 
buys ten or more of a group ol 
twenty general interest pictures 
now being designated, that li- 
brary will be considered a cooper- 
ator on a non-depository basis 
and will be so listed in literature 
issued by the Motion Picture 
Service. The Film Council of 
\merica is currently cooperating 
on the selection of the general in- 
terest pictures, 

Cooperating libraries will be 


permitted to make their regular 
charge, but not in excess of $1.00 
per reel per day, or a maximum of 
$5.00 per reel per booking, for de- 
posited black-and-white _ prints. 
Charges for color prints must not 
exceed the usual rates for similar 
prints, and the charges must be 
acceptable to the Department. 

The committee of the Film 
Council of America which assist- 
ed in the working out of this plan 
included: I, C. Boerlin, Educa- 
tional Film Library Association; 
Thomas J. Brandon, Allied Non- 
Theatrical Film Association; F. 
C. Lowry, National University Ex- 
tension Association; C. R. Rea- 
gan, Film Council’ of America, 
Milton Stark, National Associa- 
tion of Visual Education Dealers; 
David E. Strom, Film Council of 
America. 

















e Distinctive Films 


e For Specific Purposes 


e By Outstanding Personnel 


PATHESCOPE PRODUCTIONS 
Cc. 


THE PATHESCOPE 


COMPANY OF 


AMERICA, IN 


580 FIFTH AVENUE, NEW YORK 19, N. Y. 





NAVED Dealers Attend 
Good Southern Meeting 














* “One of the most interesting 
and helpful meetings I've ever at- 
tended” was the comment of a 
leading Southern visual education 
dealer concerning the Southeast- 
ern NAVED meeting, which closed 
February | at the Biltmore Hotel, 
Atlanta, Original plans for the 
meeting, which was headed by 
Jack Carrer of Raleigh, N.C., 
NAvepD regional director, had 
called for a maximum of 50 per- 
sons; more than 100 attended. 
Dealers and salesmen were pres- 
ent from every Southeastern state. 
The suppliers — manufacturers, 
film producers and distributors— 
were well represented; 24 of them 
were listed on a special room di- 
rectory which was distributed to 
the dealers. 

A breakfast session opened the 
business program on Saturday 
morning, February 1. Discussion 
centered around the growing mar- 
ket for audio-visual items in 
homes. During the morning ses- 
sion, following an address of wel- 
come by Dr. M. D. Cottins, Geor- 
gia State Superintendent of 
Schools, there were reports on the 
status and future prospects of 
audio-visual education from each 
of the Southeastern states. Berr- 
NARD Cousino, NAvep President, 
presented a check list to aid each 
member in planning his business. 
DENNIS WILLIAMS, sales manager 
for Encyclopaedia Britannica 
Films, spoke on the topic “The 
Balance Between Salesmanship 
and Management.” 

Nearly 100 persons were present 
at the luncheon which provided 
an hour relaxation between ses- 
sions. The afternoon session was 
in reality a 214-hour open forum, 
conducted by WELLS ALEXANDER 
of Atlanta, Ga. There was general 
agreement that much real good 
was accomplished; with problems 
of both dealers and their suppli- 
ers discussed. 

The Eastern regional meeting 
of NAvep members will be held 
at the Senator Hotel, Atlantic 
City, New Jersey, on March 3, 
during the annual meeting of the 
American Association of School 
Administrators, 


@ Scheduled for an early issue 
of Business SCREEN is a story of 
the film activities of the New 
York State Department of Com- 
merce. Watch for it. 
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Reel News 


Twentieth Century Fund 
Shows Housing Picture 
@ Building America’s Houses, 
a one-reel 16 mm sound film, 
is now currently being distrib- 
uted by Encyclopaedia Britan- 
nica Films for the Twentieth 
Century Fund for whom the 
housing problem film was 
recently produced. Picture 
shows reasons for present 
housing shortage and provides 
clues to solution by public 
action. 
* * * 

“Summer Storm” Released 
by Westinghouse to Schools 
*% Summer Storm, a black 
and white sound motion pic- 
ture now made available to 
schools, has been announced 
by the School Service Depart- 
ment of Westinghouse Elec- 
tric Corporation, 

Recommended for classes 
in physics and social studies 
and for general assembly 
groups, the motion picture 
describes the hidden menace 
of a thunder storm to the se- 
curity of present-day electri- 
cal living. In the opening, 
the film dramatizes an on- 
coming storm whose  ap- 
proach, although promising 
welcome relief to a parched 
earth and a_heat-exhausted 
people, threatens to break the 
steady flow of electric power 
to the farm, the home, the 
factory, the hospital, and the 
city. The havoc to health and 
safety which a failure in elec- 
tric power would cause is em- 
phasized. After a brief dem- 
onstration of the principles of 
electricity, the picture de- 
scribes, through the use of a 
table model, how electric cur- 
rent is generated and distrib- 
uted. Employes of widely- 
separated power stations are 
shown preparing in advance 
lor any emergency—cooperat- 
ing with weather bureaus in 
long-range weather forecasts 
and maintaining the condi- 
tion of power lines. Then, 
with the arrival of the storm, 
they are seen doing their rou- 
tine jobs to step up genera- 
tion of electricity—their de- 
fense against a sudden de- 
mand for light and power 
during the storm. 

Schools may borrow this 
film in 16 mm or 35 mm free 
except for transportation cost. 
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OPERADIO MANUFACTURING CO. 





PRESENTS THE NEW - - 





designed for... 











© SALES TRAINING 


¢ POINT-OF-SALE 
SELLING 


© EMPLOYEE TRAINING 
e VISUAL EDUCATION 








The most dynamic sales and training aid in America! 


; a : ‘‘Thread-Easy”’ film guide 
EXPLAINETTE “100” is the sound-slide film pro- simplifies loading and thread- 
: ; ing of the film. An exclusive 
jector designed to reach eyes and ears and put your feature found only on the 

EXPLAINETTE. 


story over instantly! And note this: The low-cost 
EXPLAINETTE “100” is truly portable, truly easy- 
to-operate. Film, screen, and unit fit in one handy 
case — exclusive ““Thread-Easy” film guide reduces 
loading and threading time by 50% — unique finger- 


tip-film-advance really simplifies operation. 


oPERADIo 


Simplified, easy-to-operate 
lever for advancing of film. .. 
with control panel at your 
fingertips. 


SOUND SLIDE FILM EQUIPMENT 











i. 
OPERADIO MANUFACTURING CO., DEPT. BU-2, ST. CHARLES, ILL. 
( ) Send free, illustrated folder on the Explainette “100’’. 
( ) Have your representative give us a free demonstration. 
FREE! > nate sepia nl 
PIN COUPON ADDRESS 
TO LETTERHEAD CTY — STATE — 











SHOW INSURANCE FOR YOUR NEW MOTION PICTURE PROGRAM: 
THE PROJECTIONIST’S HANDBOOK! 


Here's the 1947 revised edition of the Audio- Also includes charts and threading diagrams ol 
Visual Projectionist’s Handbook now ready for all leading makes of projectors, Buy and use a 
your use in the field, factory or office. Shows how copy at only $1.00, Write BUSINESS SCREEN: 
to put on a good show in complete graphic detail. 157 East Erie Street, Chicago (11) today, 
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Editor's Note: The following is a 
significant part of a lecture given 
by Orville Goldner at the New 
School for Social Research, New 
York City, on January 3, 1947. 
The lecture was the first of a se 
ries for a course on “The Uses ol 
Visual Aids in Publicity and Pub- 
lic Relations” given by Esther L. 
Berg. This course will be built 
around demonstrations to show 
the techniques and applications 
of audio-visual aids, The produc- 
tion, distribution, and utilization 
of special purpose motion pic- 
tures and other visual aids will al- 
so be discussed in the course. 





ASSUME you to be interest- 

ed in films designed to bring 

about action directly or indi 
rectly in terms of specific objec 
tives, even though your objectives 
may be many and varied. ‘They 
may range from selling soap o1 
chicken feed to selling the impor 
tance of the “X” steel company 
to the nation’s wealth, Essential 
lv then, we are concerned with 
non-theatrical motion pictures 
call them what you will—commet 
cial films, industrial films, spon 
sored films, public relations films, 
or any other. 

Firms AND THeiR AUDIENCES 

Let us look at the types of non 
theatrical films and the audiences 
for whom they are designed. We 
can start almost anywhere, There 
are films made for the Red Cross, 
the American Cancer’ Society, 
Community Chest, and various 
other organizations interested in 
influencing human behavior to 
the point of giving contributions 
for their useful and needed ser\ 
ices. More and more films are be 
ing made by religious groups to 
encourage church attendance and 
participation in some kind of a 
religious program. ‘There are 
films made by labor groups for 
the education of their members 
and for the information of the 
general public, 

Films of many types have been 
and are being made by govern 
ment agencies—films for the edu 
cation of the farmer by the De 
partment of Agriculture, films on 
democratic institutions and Ame 
ican life for distribution abroad 
by the State Department, films on 
health and disease by the United 
States Ofhce of Public Health 

And there are films by other 
government agencies and services 
on the Army, the Navy, Housing, 
Child Welfare, Mines and Miner 
als, and subjects too numerous to 
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Motion Pictures Influence 


by Orville Goldner 


mention; and, of course, there are 
the sponsored non-theatrical films 
of all types made by industry, 
business, and commerce. It is im- 
possible to keep informed on the 
varieties and numbers of non- 
theatrical films being produced 
at this time. I must admit that I 
am surprised and encouraged 
when I see so many new types of 
organizations becoming film- 
minded, 

It can be said safely that mo- 
tion pictures are now considered 
as able to do almost any kind of 
a job to bring about almost any 
kind of action. As substantiating 
evidence one organization, The 
Educators Progress Service pub 





lishes yearly a catalog of frec¢ 
films. This catalog lists about 
3,500 selected titles on an unbe- 
lievable range of subject matter. 
These 3,500 selected titles are 
said to have been gleaned from 
some 10,000, and the production 
of sponsored free films is increas- 
ing at an unprecedented rate. 
FroM OUT OF THE PAsT 
Here is a significant quotation, 
“There is a great future before 
advertising by motion pictures, 
and it is only with the most care- 
ful deliberation that I have con- 
cluded in what way the future de- 
velopments will assume shape. 
The medium is practically only 


. [hold the 


in its infancy today, . 


- See. epiiiiibily Integedted photographic service for the 
2 production of sound motion picture films ... for industry and education. 
Recording studio, editing, animation, and laboratory facilities . . . 
for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical effects... black 
and white or full color. Write for further information. 


® Sound Stage of 8,000 Sq. Feet 
®@ Recording Studio with Seven Channels 


® Producing films by the 16mm. A 


method for 15 years 


® Lab Capacity of 112,000 16 mm. feet per day 


Especially equanned 


lo make.. 


Large quantities of prints! 


Color Prints with Optical Effects! 





opinion that a moving picture ex- 
pert will be on the staff of every 
large manufacturing concern. His 
duty will be to present his em- 
ployer’s copy to the best possible 
advantage on . film, At the 
same time, each large advertiser 
will lay down a_ film-producing 
plan. .. . Motion pictures are to- 
day a force to be reckoned with, 
and the national advertiser can 
not do better than to take advan- 
tage of the weaknesses of the fans, 
who are enrolled from all walks 
of life, and no one, from the boy 
in short pants to the old man of 
seventy, is immune,” 

This was written by Ernest A. 
Dench in a trite, little book called 
Advertising by Motion Pictures 
which was published in 1916, 
Whether we like it or not many 
motion pictures that have been 
produced for use in your fields 
have moved in Dench’s direction 
indicated in 1916, and have built 
on the philosophy of “taking ad- 
vantage of the weaknesses of the 
fans,” 


If we had the time and the 
physical, mental, and emotional 
endurance, we could sit through 
literally hundreds of recent non- 
theatrical special purpose motion 
pictures. If we could read their 
histories, we would discover that 
many of these worked on_ the 
weaknesses of audiences, who by 
their choosing or not, were sub- 
jected to them. For often times 
in the name of diversion and even 
entertainment these films got pro- 
jected in service clubs, boy scout 
meetings, churches, and schools, 
Places and audiences often for 
which they were not intended and 
certainly not fit. Fortunately 
there is less of this indiscriminate 
use of non-theatrical motion pic- 
tures aS more per Sons become ed- 
ucated to their strengths and 
weaknesses and their direct and 
indirect effects. 

In addition to the “external” 
uses of non-theatrical films, we 
have an increasingly important 
use of films for training personnel 
and for other institutional prob- 
lems. There are extensive—and 
ex pensive—programs of films be- 
ing produced and utilized fo 
sales training and skill training, 
for production and sales incen- 
tive, for internal public relations 
and good will, and special ones on 
industrial hygiene and safety, to 
mention a few. Many non-theat- 
rical uses of this type were in- 
spired by film work done in the 
war effort, Undoubtedly, you 
have read about, and_ perhaps 
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viewed, Army or Navy films of un- 
limited varieties. No matter 
where you were during the war 
years you probably saw films that 
were made to build War Bond 
drives, Men who were at the head 
of that program have conclusively 
stated that the war bond films 
brought significant, tangible re- 
sults. On one bond drive it is 
claimed that over thirty million 
persons gathered together in mine 
tunnels, churches, factories, 
homes, tents, and other places to 
see films to motivate their sup- 
port of the war bond drive. 
FILMS FOR THE SCHOOLS 

For a few minutes I should like 
to write about sponsored non 
theatrical films for school use. 
Iwo questions should be asked. 
The first is: Should motion pic- 
tures sponsored by organizations 
which you represent be made fon 
school use; and second, if they are 
made, what should be the con- 
trols on their production? 

It seems to me that the answei 
to the first question is simple. 
Strictly, it is not a “yes” or “no” 
question, because as I have point 
ed out sponsored films are being 
produced in increasing quantities, 
and many of them are aimed at 
or will reach the school field 
aimed or not. So the answer ap- 
pears to be that willy nilly spon- 
sored films will get into the 
schools. As they do, school people 
must learn to discriminate be 
tween the good and the bad, and 
use their advantages and disad- 
vantages accordingly as they meet 
specific educational needs. 


WHAT PRODUCTION CONTROLS? 

The second question: “If spon- 
sored films are made, what should 
be the controls on their produc- 
tion?” is the one that more direct- 
ly concerns you if you should find 
yourself with the job of supervis 
ing the production of a sponsored 
film for the school field, I am sor- 
ry to say that the type of controls 
you should use are not easy to de- 
fine at this time except in the 
most general terms, In any event 





OPPORTUNITY 
WANTED 
Oregon and Washington 


AUDIO-VISUAL EQUIPMENT 
SALES ENGINEER: to repre 
sent manufacturer principally in 
School, Church and Industrial 
field. Now employed, same field. 
Excellent contacts. Proven rec 
ord. Available after Feb. 1, 1947. 


Write to Box 93 
BUSINESS SCREEN 
157 E. Erie St., Chicago 11 
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they imply getting at some readi- 
ly available, and, more often than 
not, a lot of almost inaccessible 
data. 

Without question, however, 
your first problem is the one ol 
searching the conscience of you 
organization to get at your spe 
cific objective. Why do you want 
to produce a film for use in the 
school field? Are you going to 
consider a dollar spent on a film 
for school use as an advertising 
dollar? If you are, your objective 
will be, almost certainly, unde 
sirable from the point of view of 
most educators, because, obvious 
ly, schools are no place for adver- 
tising. If your objective is not 
one of direct advertising, direct 
promotion, direct product or serv 
ice publicity, but one to give in 
formation about a_ process o1 
commodity, or information about 
your industry in the social scene 
it may be acceptable in a teach 
ing program. 

If your objective is one that 
can be presented = objectively 
rather than subjectively, its ac- 
ceptance is probably assured, Let 
it not be said that your motive fits 
this indictment by T. R. Adams: 
“Advertising is purposeful infor 
mation, and educational  stand- 
ards. of truth and objectivity are 
honored only when they happen 
to further the interests of the ad- 
vertiser. Even when conducted on 
a high plane of literal accuracy, 
advertising merely throws light 
on a selected number of facts fa 
vorable to the advertiser. To pre- 
sent a well rounded picture of in- 
dustry as a social phenomenon is 
no part of its function.” 

I feel that I must reemphasize 
the point I made at the beginning 
that I am not drawing fine lines 
between advertising, promotion, 
publicity, or public relations, be- 
cause films made for any of these 
purposes are made to influence 
human behavior no matter how 
their objectives may be rational- 
ized or developed. 

Recently the Association of Na- 
tional Advertisers published a re- 
port by its Film Committee called 
New Horizons for Business Films. 
Io summarize on the question of 
controls on the production of 
sponsored films which must be de 
termined in large part by your 
objectives, I will quote from the 
ANA report because in its brief 
ness, which in a discussion of this 
type is no fault, it has consider- 
able merit. 

“Sponsored films to be accept- 


(CONTINUED ON THE NEXT PAGE) 






THE FAMOUS 
TRI-PURPOSE 
PROJECTOR... 


MODEL AAA—300 watt 
for single and double frame 
filmstrips and 2° x 2" slides. 


THE PICTUROL 
PROJECTOR... 





MINIATURE 
ECTOR... 


MODEL AK—300 watt 
for 2° x 2 slides. 








THERE IS AN 
S.V.E. PROJECTOR TO 
MEET EVERY SLIDE 
OR FILMSTRIP NEED 


In the S.V.E. line, there is a model to meet 
the requirements of every business organi- 
zation looking for a projector to show 2” 
x 2” miniature Kodachrome slides, single 
frame or double frame filmstrips, or all three. 


The Miniature line of S.V.E. projectors 
is for showing 2” x 2” slides only, the Tri- 
Purpose line for 35mm single and double 
frame filmstrips and 2” x 2” slides, and the 
Picturol line for 35mm single frame film- 
strips only. All are obtainable in units rang- 
ing from 100 to 300 watt efficiency. 


UNMATCHED IN QUALITY 
In schools, industries and churches, where per- 
fect projection and ease of operation are essen- 
tial, more S.V.E. projectors are used than any 
other kind. Years of pioneering in the visual 
field have resulted in many outstanding S.V.E. 
features, such as: 


SIMPLE OPERATION . . . takes only seconds to change 
from filmstrips to slides. 

UNIFORM, BRILLIANT ILLUMINATION on the screen. 

STURDINESS .. . to take hard use. 

CORRECT VENTILATION . . . for complete film pro- 
tection at aperture. 

SEMI-AUTOMATIC SLIDE CHANGER .. . for quick, 
easy operation. 


LARGE SELECTION OF LENSES .. . for any length 
throw or desired picture size, assuring clear 
definition and sharp images over entire field. 


LIGHT WEIGHT .. . easy to carry. 
AC or DC. . . 32 to 240 volts by merely changing lamps. 
REWIND TAKEUP .. . protects and rewinds film for 


next showing. 


SOCIETY FOR VISUAL EDUCATION, INC. 


A Business Cornoration 


100 East Ohio Street 





Chicago 11, III. 
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MOTION PICTURES Influence 


(CONTINUED FROM PREVIOUS PAGE) 


able to schools must be in ‘good 
taste’ and they must comply with 
the requirement of any honestly 
named teaching film—to provide 
material not elsewhere available 
in as useful a form. 

And they must also: 

1. Have tangible value in the 
curriculum. 

2. Be aimed to give the greatest 
amount of learning to a homog 
eneous audience of one group 01 
grade—rather than to get th 
largest audience. 

3. Cover only one subject—not 
try to crowd background, theory 
and application into one film, 

t. Have clearly descriptive title 

not ‘cute’ or ‘tricky’. 

5. Be short—one reel, at most 
two—to run less than 20 minutes. 

As to 
schools understand the sponsor's 
wish to benefit fairly from his ex- 
penditure. But advertising should 
not be either blatant or subtle 
it should be honest, accurate, and 
readily identifiable. Above all, 
the film should not try to put 
over a ‘point of view.’ Schools 
cannot and will not take sides in 


advertising . . . Most 


political, social or economic con 
troversies.”’ 

I would not for one moment 
want to leave you with the im- 
pression that supervising the pro- 
duction of any motion picture is 
simple. It becomes more difficult 
to supervise as the objectives be 
come more refined and the audi- 
ences more specific. If you are in 
volved in film production, it is 
important for you to acknowledge 
at the 
avowed purpose is to influence 
human behavior in some degree 
immediately or in the future. In 


beginning that your 


the end it is your responsibility to 
use the good taste and discretion 
in the achievement of your objec 

tives that you would demand of 
others. You must not assume the 
right to stretch your film dollars 
with visual and auditory tech 
niques and content that reach o1 
over-reach the limits of good taste 
when working for the school field. 
Simply, if you want to advertise, 
promote, publicize, or press for 
action, do it in places other than 
in tax supported public schools 

* . * 

@ Mr. Goldner finished his lec 
ture with a discussion of the work 


of the Audio-Visual Education 


Project of the Consumer Educa 
tion Study which has offices at 
1600 Broadway, Room 1004, New 
York 19, New York. 
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Men Who Make 


Pictures... 





Everett Schafer Vice-President 

of the Jam Handy Organization 
@ Evererr ScHAFeR has been 
named vice president in charge of 
sales development and planning 
for The Jam Handy Organization 
by JAMISON Hanpy, president. Mr. 
Schafer has served the organiza- 
tion as manager of the New York 
office. His background for this 
new position includes experience 
as both a Jam Handy writer and 


a sales contact representative. 
* * * 


Film Counselors Move 

Offices in New York 

@ Film Counselors, consultants 
to manufacturers, advertising 


agencies and public relations 
firms, have announced the mov- 
ing of their offices to 2 West 45th 


Street, New York 19, N. Y. 








EVERETT SCHAFER 


Roland Reed to New Offices 
@ Roland Reed Productions re- 
cently announced its move to new 








CHROMA-TECH, Creators of Modern Motion Picture Machinery, has 
amazed 16mm laboratories from coast-to-coast with their newest 
..the Add-A-Unit Developing Machine; an outstanding 16mm film 
developing machine designed with not only such singular features 
as its speed, its safety to film, its remarkable disengaging head, but 
with PRICES TO MATCH HIGH PRODUCTION METHODS! 
Add-A-Unit is available in two models. The 150 foot per minute 
machine (yes, we said 150 foot per minute ...9000 feet per hour) 
sells for $4,500 plus taxes in stainless steel; sheet steel $4,250 plus 
taxes, when available. The 1000 foot per hour machine sells for 
$2,750 plus taxes, in stainless steel; sheet steel $2,500 plus taxes, 
when available. (All prices subject to change without notice.) These 
— ARE AMAZING when you consider that ADD-A-UNIT can 

e run at these profit-making high speeds with ABSOLUTE safety 
to film, and at a cost so low as to make developing a minor item. 
If you can, arrange for a demonstration at once! If you cannot 
arrange to see the Add-A-Unit in person, write for complete infor- 
mation which is available now. Don’t delay...attend to this today! 
We know you'll agree with the industry and say,“ Add-A-Unit, that’s 
the developing machine that uses its head!’ Write to: 


Gh 












sd CREATORS OF MODERN MOTION 


PICTURE MACHINERY 
6552 SUNSET BLYD., HOLLYWOOD 28, CALIF. 


offices at 275 South Beverly Drive, 
Beverly Hills, Calif., from the 
former address on Sunset Boule- 
vard, Hollywood. The new quar- 
ters are much more spacious than 
the previous facilities. 

* * * 


Carl Dueser Joins Staff 
of Atlas Educational Film Co. 


@ Rosperr B. Wes.ey, president 
of Atlas Educational Film Co. of 
Oak Park, Illinois, has announced 
the addition of Cart J]. Dueser 
to the Atlas staff as an account 
executive and scenario writer, 
Dueser comes to Atlas from 
Butler Brothers, where he served 
as a training assistant and was in 
charge of film production and 
internal business publications. He 
has a background of more than 





CarL DUESER 


ten years of newspaper and maga- 
zine writing and photography. 
During the war he served as an 
infantry officer of the South and 
Southwest Pacific theaters, 

The new Atlas writer was one 
of the original group engaged in 
the production of the series of 
articles “How America Lives,” 
which first appeared in the Ladies 
Home Journal in January, 1941, 
and has been continued to this 
date, due to its phenomenal suc- 


Cess. 
* . * 


Release “Seeds of Destiny” 

@ Fitms oF THE NATIons, INC., 
and their regional distributors, 
IpeEAL Pictures CORPORATION, 
have released for general use a 
16 mm non-theatrical sound ver- 
son of the postwar docunientary 
film Seeds of Destiny, a graphic 
portrayal of famine and upheaval 
which haunts childern abroad, 
Film was produced by the U.S. 
Army Signal Corps for the Wan 
Department at the request of 
UNRRA. Seeds of 


timely and most 


Destiny is 
suitable for 
group discussion of the famine 
emergency overseas. 
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G. Rost 


HE election of S. G. Roser as 

president and Horace O. 

JONES as vice-president of 
the Vicror ANIMATOGRAPH Cor- 
PORATION, a Division of Curtiss- 
Wright Corporation, has been an- 
nounced by G. W. VAUGHN, pres- 
ident of Curtiss-Wright and chair- 
man of the Board of the Victor 
Company. 

Mr. ALEXANDER F,. Vicror, in 
presenting his resignation as Pres- 
ident to the Board of Directors, 
asked that he be relieved of sev- 
eral duties the presidency in- 
volved, so that he may devote his 
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to directing the de- 


entire time 
velopment of new products in- 
cluded in the recently-adopted 
expansion program. 

Mr. Rose, who formerly 
Executive Vice-President, has 
been continually associated with 
Mr. Victor and the Victor Cor- 
poration since its formation in 
1910. He has helped guide the 
company from its infancy until it 
is now recognized as one of the 
world’s largest concerns produc- 
ing 16 mm projectors and camer- 
as, with thousands of distributors 
and dealers throughout the United 
States and distributors in practi- 
cally all foreign countries. Victor 
was purchased in July, 1946, by 
the Curtiss-Wright Corporation. 

Upon notification, Mr, Rose is- 
sued the following statement: 

“It has been a source of great 
personal pride to have been inti- 
mately associated with Mr, Victor 
since the very beginning of his en- 
deavors and through the develop- 


was 


ment of his ideas and to have 


added my humble assistance to 


the organization which builds 
and distributes Victor products in 
a market of world-wide impor- 
tance and to which his concep- 
tions have so abundantly contrib- 
uted ”’ 

“Now in assuming the presi- 
dency, from which Mr, Victor has 
recently resigned, I am happy 
the knowledge that this long-time 
association continues unbroken, 
and that he will now be free to 
devote his entire time and energy 
to the work he loves best.” 

Horace Jones, the new vice- 
president, joined the Victor or- 
ganization in 1932 
sales for the 


as director ol 
Eastern Division. 
Prior to that time he was branch 
manager for the National Thea- 
ter Supply company. A veteran 
of World War I, Jones served as 
National Chairman of the 16 mm 
War Loan committee for the 5th, 
6th and 7th War Loan Drives. In 
1944 he was elected president of 
the Allied Non-Theatrical Film 
Association and was re-elected to 
that post in 1945. 








top standards. . 


creative thinking. . 


AN OPEN LETTER TO 
USERS OF COMMERCIAL FILMS: 


At Atlas, we have built something new in a top-flight film- 
producing organization. Since acquisition of Atlas by a group 
of prominent Chicago business men, one idea has guided our 
policy--to develop this 34-year-old company into the out- 
standing producer of quality films in the country . 
department has been painstakingly overhauled to bring it to 
. Specialists have been added to enable us to 
give our clients the fullest amount of help in planning and 
. The best and latest equipment has been 
installed. Our entire plant has been redesigned and rebuilt 
for operation at highest efficiency, to give film USERS the 
greatest value for their money . 





ness Screen we'll bring you reports in detail on what we have 
at Atlas--something NEW in the way of an outstanding film 


(Roba. (Woaly- 


President 


producing organization. 





. In future issues of Busi- 


RCA Dealer Sales Manager 

Petrasek on 1947 Sales Tour 
@ <A. G. Perrasek, dealer 

manager in the 16 mm equipment 
section of the RCA Victor Divi- 
Camden, N. J., is now on a 
tour of RCA 16 mm equipment 
dealers in the south and on the 
Travelling through 
Atlanta, Dallas and Los Angeles, 
Petrasek will consolidate plans 
for the 1947 16 mm sales program. 


sales 


sion, 


west coast. 


* * * 


John W. Fox Named Southern 
District Manager for Radiant 
@ Radiant Manufacturing Cor- 
poration of 
the appointment of JoHn W, Fox 
Southern District Man- 


Chicago announces 


as new 
ager. 
As an audio-visual aids special- 
ist for both the government and 
various educational institutions, 
and as naval officer in charge of 
the distribution of naval training 
and entertainment films, Fox 
brings to his new appointment a 
background of specialized train 
(OVER) 


ing and experience. 





. Each 











GrEOvVIL NEREIM 


Radiant Screen Appoints 

Nereim Advertising Manage 
@ Gerovi 
named new advertising manage) 
of the Radiant 
Corporation, Chicago, producers 


Nereim has been 


Manutlacturing 


of projection screens. 

A recently discharged army vet 
eran, Nereim was with the Black 
stone Manufacturing Company as 
advertising director for four years, 
following which he was associated 
for two years with Lockheed Au 
craft Corporation, 

> * * 

RCA Victor Regional Offices 

in New Quarters in N.Y., Chicago 
@ Removal of the RCA Vicror 
Division’s New York and Chicago 
regional offices to newer and larg 
er quarters has been announced 
by Wa.crer M. Norton, Director 
of Distribution of the Division. 

The New York office, formerly 
located at 411 Fifth Avenue, is 
now at 36 W. 49th St., Radio City, 
while the Chicago office, formerly 
at 445 N. Lakeshore Drive, is now 
in the American Furniture Mart 
Building, 666 North Lakeshore 
Drive. Managers of these regional 
ofices are M. F. BLAKESLEEF, in 
New York, and H. A. RENHOLM, 
in Chicago, 

. * >. 

Bella Joseph Joins Audio Pictures 
As Story Production Executive 
@ Beta Josern, recently assist 
ant story editor at Enterprise Pic 
tures, has joined the Audio Pic 
tures Studios as production exec 
utive in charge of story properties 
and talent. Miss Joseph, who was 
with OSS during the war, will 
work with Dr. Ferenz H. Fodor, 
Audio chief, and Louis Brandt, 
director of production. 

Audio Pictures Studios are now 
engaged in a comprehensive pro 
gram of 16 mm visual education 
films, and has recently announced 
entrance into the 35 mm field, 
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Yankie Opens Natco Southern 
Office at St. Petersburg 

@ Russet H. YANkie, recently 
appointed district sales managet 
for Natco, Inc., Chicago, has es- 
tablished headquarters in St, 
Petersburg, Florida, where he has 
lived for several years. 

Yankie, who received his mas- 
ter's degree from Northwestern 
University in 1918, has a record 
of many years of successful sales 
experience in the southern field. 
He was formerly educational di- 
rector for Universal Publishing 
Company, director of visual and 
sound equipment sales for Superi- 
or School Supply Company, and 
sales manager for Young America 
Films. In his new assignment, 


Yankie and his staff will call on 


dealers, schools and_ churches 


throughout the territory. 





Russe_tt H, YANKIE 


A MOVIE /S... 








9) -vour sales message 


can never get bungled. 


YOUR instructor in 


the film will never 
mumble in his beard. 


YOUR story enjoys 


the undivided attention 
of your audience. 


FOR information on how movies and slide- 
films can aid YOUR business, write for our 


series of free folders which explain production 


procedure, cost factors, and distribution 


channels. 





“SINCE 1893 — THE OLDEST NAME IN MOTION PICTURES” 


BURTON HOLMES FILMS, INC. 


7510 N. Ashland Ave. AMBassador 5000 Chicago 26, III 





Academic Film Company Invites 
Producers to Submit Films 

@ An interesting offer that should 
evoke a lively response in the 
ranks of 16 mm producers comes 
from the Academic Film Com- 
pany, Inc. of New York, whose 
heads are Milton J. Salzburg and 
Harold Baumstone. 

Academic invites 16 mm pro- 
ducers, both professional and am- 
ateur, to submit their productions 
to them for consideration of their 
commercial possibilities. If, in 
Academic’s judgment, the film has 
market potentialities, the com- 
pany, which has world-wide dis- 
tribution facilities, will make an 
offer either on a cash or royalty 
basis. 

Academic stresses the point that 
this is not a prize contest in any 
sense, but strictly a business prop- 
osition whereby its distribution 
channels are made available to 
producers of worthy 16 mm films. 

During their twelve years of 
association in the 16 mm field, 
Mr. Salzburg and Mr. Baumstone 
have become known for their sym- 
pathetic interest in the work of 
new producers, amateurs included, 
Their purchase last fall, when 
they headed Pictorial Films, Inc., 
of two outstanding amateur Koda- 
chrome productions aroused con- 
siderable comment in the indus- 
try. Both these films—Ralph E. 
Gray's Arts and Crafts in Mexico 
and Dan Billman’s The Inside 
Story — were on Movie Maker's 
“ten best’ list for 1946. 


Film Group Adds to Staff 

@ Firm Group, INCORPORATED, 95 
State, Springfiield, Mass., has an- 
nounced the addition of W1imLIAM 
L. Roupe and EuGene C, ZAckK to 
its staff, he organization special- 
izes in public relations specials, 
television programs on film, and 
motion pictures for educational 
purposes. 

Mr. Rohde, veteran of service 
with the Navy during World War 
II, with the rank of lieutenant 
(j-g-), is a well-known New Eng- 
land feature writer, who has spe- 
cialized in research on the rail- 
road industry. While with Film 
Group, he will work on transpor- 
tation, including railroads, ma- 
rine and other allied fields. 

Mr. Zack, an Army veteran, was 
formerly feature writer and head 
of the rewrite desk of the Spring- 
field Daily News, and more recent- 
ly operated a public relations 
agency here. He will specialize in 
the publishing and business field, 
and handle public relations for 
Film Group. 
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RKO Pathe Produces Rubber 
Commercial in Seven Days 

@ When the Sales Promotion Di- 
vision of the United States Rub- 
ber Company decided that a film 
on marketing would be desirable 
at their December Sales and ad- 
vertising conference of top execu- 
tives, RKO Pathe was approached 
with the problem of whether or 
not a motion picture could be 
produced in time for the confer- 
ence. 

Meeting the challenge, a split 
second schedule was set up by the 
producer to co-ordinate the vari- 
ous complicated phases of picture 
making. Seven working days later, 
and 24 hours before the confer- 
ence, the finished picture, com- 
plete with a full musical score, 
was previewed by Mr. C. J. Dur- 
ban, Assistant Director of Adver- 
tising for U.S, Rubber. 

The production of the film was 
made possible in a large part be- 
cause of Pathe’s broad facilities, 
including its extensive stock foot- 
age and music library, The pic- 
ture, titled “Finding People for 
Products,’ was made under the 
guidance of Mr. Jack Rutter, 
Marketing Promotion Manager of 
U.S. Rubber and supervised by 
Clay Adams of RKO Pathe. 


* * * 


Columbia Recording Acquires 
Own Building in New York 


@ CoLumBIA RECORDING Cor- 
PORATION, long a tenant at the 
familiar landmark of “Tin Pan 
Alley’ —799 Seventh Avenue, New 
York, has recently purchased the 
building for its own use and occu- 
pancy. The building now houses 
Columbia's Artist Repertoire, Le- 
gal, ‘Transcription, 
and Publicity 


Engineering 
Departments as 
well as recording studios. 


* * * 


Academic Film Company Makes 
Sound Series its First Release 
@ First release of Academic 
Film Company, Inc., New York 
City, newly organized by Milton 
Salzburg and Harold Baumstone, 
former heads of Pictorial films, is 
Strange as it Seems, a series of 
eight 16 mm one reelers with 
sound, based on John Hix’s news- 
paper feature of the same name. 
Educational in nature, the series 
offers eight dramatic excursions 
into the by-ways of recorded his- 
tory, where strange oddities lure 
the researcher. 

Individual titles are: 50 Year 
Barter (about our negotiations 
with Denmark for the purchase of 
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the Virgin Islands); Lafayette, 
Champion of Liberty (new in- 
sight into a celebrated story) ; 
Mark Twain (how Halley’s Com- 
et signalized both his birth and 
death); Silver Threads 
life of the composer of Silver 
Threads Among the Gold); Gold 
and Man (story of man’s quest ol 


(tragi 


the king of metals); Empero) 


Norton (story of the harmless 
madman who 
“ruled” America for 23. years); 
Little Jack Horner (the 


role in history of the 


San Francisco 


actual 
nursery- 
rhyme character) ; and Star Gazers 
(story of Galileo, plus Visits to 
observatories) . 


* * * 


Norman Stanton Becomes 

Florez’ Editorial Manager 

@ Norman B. STANTON, former- 
ly Assistant Publication Manager 
of the McGraw-Hill publications 
American Machinist and Product 
Engineering, has joined the staff 
of FLorez, INCORPORATED, Detroit. 

As Editorial Manager, Stanton 
will supervise all creative work on 
films, printed material and other 
media used in the promotion and 
training programs which the firm 
develops. 

Belore his association with Me 
Graw-Hill, Stanton was with 
srooke, Smith, French and Dor- 
rance, Detroit—and previous to 
that was an executive of the com- 
pany to which he now returns. 
Other connections in the fields of 
visual education, promotion and 
training have given him a wide 
background for his present posi 
tion. 


+ * 


Audio-Visual School Budgets 
Vary Greatly Among U.S. Cities 
@ ‘The portion of the school 
budget allotted to Audio-Visual 
education varies greatly from city 
to city, as shown by the following 
figures, representing amount spent 
per pupil: 


Chicago, including salaries $ .42 


New York City .07 
St. Louis, Missouri 1.17 
Providence, R.I. 1.13 
Portland, Oregon .60 
Rochester, N.Y. B85 
Cleveland, Ohio a 
Los Angeles, California 55 
Buffalo, N.Y. 65 
Newark, N.]. 79 
Detroit, Michigan 47 
Washington, D.C, 35 


The above figures, as in the case 
of Chicago, may not include 
funds expended for aids _pur- 
chased by individual schools in 
each system for such materials as 
maps, globes, etc. 











A Truly Mechanical BRIEF CASE for Your Salesmen, Now! 


And at LOW COST —with 


MOVIE - MITE 


16 mm. Sound-on-Film Projector 
PORTABLE—Weighs only 27} Ibs. complete. 


Single case contains: Movie-Mite 16 mm. 
sound projector, desk top screen, speaker, 
cords, take-up reel . . . and still has ample 
space for spare lamps, etc. 


Extremely compact; only slightly larger 
than a portable typewriter; approximately 
8x12x15 inches in size. Ideal for small group 
showings. Larger size standard screens may 
be used for larger groups. 


STANDARD FEATURES—Plainly marked film 
path makes threading easy. Only one mov- 
ing part need be operated in entire thread- 
ing. Show can be on screen in less than 
three minutes. 


One electric plug completes all connections 
to projector. Cords, permanently wired to 
speaker, cannot be lost. 


Reel capacity 2000 ft. Reel arms slip into 
accurate sockets ... Fast power rewind... 
Adjustable tilt . . . Quickly adjusted framing 
device . . . Utilizes a single, inexpensive 
standard projection lamp for both picture 
and sound projection. No separate exciter 
lamp necessary case of durable ply- 
wood . .. Leatherette covered . . . Universal 
A.C. or D.C. 105-120 volt operation . . . no 
converter necessary. Mechanism cushioned 
on live rubber mounts for smooth, quiet oper- 
ation . . . entire unit made of best quality 
materials and precision machined parts. 


See your Industrial Film Producer 
for demonstration and delivery information 





Write for 
Interesting 
Folder 


“It Makes 
Sense” 


GL MOVIE-MITE CORPORATIO 


© 1945 1103 EAST ISTH ST. 


KANSAS CITY 6, MISSOURI 
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THE BUYER’S GUIDE TO THE LATEST IN AUDIO-VISUAL EQUIPMENT 








OUND PROJECTORS lead 

the parade of new products 
this month as first real postwa 
lines begin to emerge from the 
hurly-burly of material and labor 
shortages, back-orders, etc. Ampro 
Corporation, Victor Animato 
graph and RCA with a special 
16 mm television unit are in the 
news that follows: 
* Featuring improvements = in 
design, periormance and econo 
my, the new Victor Model “60” 
16 mm sound motion picture pro 
yector has been announced 

The new model “60” is housed 
in streamlined, aluminum cases 
and contains mechanical improve 
ments which are the result of 36 
years of precision engineering by 
the company. The Model “60” is 
to receive the greatest advertising 
and promotional campaign in the 
history of the Corporation. 

This projector is a multiple 
purpose unit for usé with either 
sound or silent films and includes 
jacks for use with a record player 
or as a public address system. It 
includes reverse operation and 
has the advantage of still picture 
projection. 

Among the new features is the 
Instantilt—a device which centers 
the picture on the screen at the 
touch of a finger. Replacing the 
knurled knob, this 


unique improvement utilizes a 


outdated 


counter-balance which causes the 


front of the projector to rise mer 


(BELOW) I6MM_ TELEVISION PRO 
JECTOR, ‘developed by RCA fo? 
telecasting purposes, will facilitate 
use of newsreels, short subjects 
and film commercials, contribut 


ing to low-cost television program 


ming. (See Col. 4) 































( 


J 


ly by “pinching” a conveniently- 
] £ 
placed lever, 


Another outstanding improve- 
ment is the new Duotrol, This 
provides separate controls for 
both bass and treble tones which 


adjustment, — spira-draft lamp- 
house and duo-flexo pawls are all 
time-tested Victor projector fea- 
tures that are included on the 
new Model “60.” The use of ei- 


ther 750 or 1000 watt projection 


THE NEW VICTOR ANIMATOGRAPH MODEL “60” 








(ABOVE) STREAMLINED ALUMINUM 


ASES are one feature of the new 


Victor Animatograph Corporation Model “60” 16 mm sound projector 
announced in this department for early March release. 


permits emphasizing of high and 
low frequencies independently ol 
each other. This produces full 
harmonic value of sound and is 
instantly noticeable in music olf 
extremely high and low pitch. 
\coustical problems are mini 
mized by this dual tone control, 

Of interest to all users will be 
the new Clutch-Controlled Re 
wind. This feature permits fast, 
safe, convenient rewinding of film 
without the need for shifting 
belts or reels. 

Sull another new feature is a 
leveling device which compen 
sates for uneven projection sur 
laces. 

Compact and portable as to 
day's luggage, the Model “60” 
retains the many features of fon 
mer Victor 16 mm sound projec 
tors which have made them a 
leader in the industry for many 
vears, The exclusive safety film 
trip, 180-degree swing-out lens 


mount, exclusive framing screw 


lamps is optional. 


The optical system on the Mod- 
el “60” is straight-lined, perma- 
nently aligned at the factory and 
includes a coated two-inch F:1.6 
projection lens as standard equip- 
ment. Other lenses up to four- 
inch are instantly replaceable. 

The top-mounted reel arms on 
the new model accommodate 
2000-loot reels, The speaker case 
contains a locked spindle mount 
with a capacity for two spare 
reels. 

Ihe sound system contains a 
stationary sound drum with a mi- 
crometrically set sound lens. It 
provides equally sharp response 
from regular or reverse prints, 
black and white or color. The ex- 
citer lamp is rated at 100-hour life 
instead of the customary 50 hours. 


Victor's president, S. G. Rose, 
points out that Victor's price on 
the Model “60” is only 10° over 
1941 figures, notwithstanding in- 
creased labor and material costs. 


RCA Aids Low-Cost Television 
With New 16 mm Projector 
@ W. W. Watts, vice-president 
in charge of RCA Engineering 
Products Department, has an- 
nounced the introduction of a 
new 16 mm film projector, special- 
ly designed for operation with a 
television camera and facilitating 
the use of newsreels, short film 
subjects and film commercials for 
low-cost television programming. 
The new projector, RCA Type 
TP-16A, is an adaptation of the 
successful 
sound motion picture projector, 


firm's outstandingly 


modified to project motion pic- 
tures onto the mosaic of a pickup 
tube in a television camera where 
the varying light values of the 
moving pictures are translated in- 
to video signals for transmission. 


CHANGES IN PROJECTION 

Television standards and prop- 
er synchronization require trans- 
mission of 60 fields (30 interlaced 
frames) per second. Since motion 
picture film is made for projec- 
tion at 24 frames per second, pro- 
vision has been made for conver- 
sion from the one rate to the 
other, This is done in the new 
projector by “scanning” the first 
frame twice, the second frame 
three times, the third twice, the 
fourth three times, and so on. The 
average rate then is 214 scannings 
per frame, which, at a film speed 
of 24 frames per second, provides 
60 scanned fields per second. 

To avoid overlapping of the 
time required to pull a new frame 
into place, the new projector uses 
a set of elliptical gears, which 
cause the claw mechanism to 
travel about fifty percent faster in 
the downward direction, As a re- 
sult the “pull-down” time is re- 
duced to about one-eighth of the 
frame cycle, the film remains in 
the film gate for seven-eighths of 
the cycle, and the pull-down can- 
not coincide with the projection 
interval, 

1000 Warr ILLUMINATION 

Optical projection system con- 
sists of a 1000-watt air-blast-cooled 
incandescent lamp, a silver-coated 
pyrex glass reflector, a large two- 
element aspheric condenser lens, 
and a coated 314 inch F.2 projec- 
tion lens. 

Among the new features incor- 
porated in the sound system is the 
use of radio-frequency voltage on 
the exciter lamp filament, ensur- 
ing a constant beam of light 
which prevents hum and noise in- 
troduced by the lamp itself. 

Another feature of the projec- 
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tor is the use of the rotary stabil- 
izer on the sound drive, maintain- 
ing smooth, uniform film speed 
for sound take-off. 

A common source of power is 
used for both the television syn- 
chronizing generator and for the 
motor which drives the projector 
shutter, ensuring synchronization 
of the projector with the tele- 
Vision system. 

Controls mounted on the pro- 
jector provide maximum flexibil- 
ity of operation for the unit, 
These include stand-by, emergen- 
cy run, start, stop, and remote 
controls. 

he TP 16A projector is entire- 

ly self-contained, and, with the ex- 
ception of the film feed arrange- 
ment, is entirely closed. The 
heavy cast-base frame is mounted 
by means of leveling screws on a 
light-weight pedestal, providing a 
convenient place for mounting 
the controls and field supply for 
the special, three-phase motor. 
@ ‘Transfilm, Inc. is currently 
finishing production on a sound 
slidefilm in full color called Tex- 
aco Business Builders. This is be- 
ing made for the Texas Company 
for distribution this Spring. It 
will be part of the petroleum com- 
pany’s sales training program. 


* A new sound-on-film 16 mm 
projector model, compact and 
easily portable for home use, as 
well as for classrooms, industry 
and average sized auditoriums, ts 
announced by the Ampro Corpo- 
ration, Chicago, subsidiary ol 
General Precision Equipment 
Corporation, It is the PREMIER-20, 
latest addition to the Ampro line. 

One of the exclusive new fea- 
tures is a swing-out gate, permit- 
ting easy inspection and cleaning 
of aperture plate and _ pressure 
shoe without disturbing the focus 
of the projection lens. 

Other features incorporated in 
the simplified design of the new 
model are: long-wearing roller 
sprocket shoe assembly which 
opens and closes automatically 
with the film gate for easy, quick 
threading and can also be oper- 
ated individually without disturb- 
ing the film gate; quick-centering 
tilting control knob; fast auto- 
matic rewind, 

The Ampro 
equipped for both silent and 


PREMIER-20 is 


sound film speeds, still pictures 
and reverse operation, with 
switches readily accessible on a 
centralized control plate. Coated 


AMPRO ANNOUNCES NEW PREMIER-20 MODEL 


super-2-inch Fl. 6 lens is standard 
equipment, easily replaceable by 
either 1, 114, 214, 3, 31% or 4 inch 
coated super lenses. This sound 
projector gives brilliant illumina- 
tion with standard prefocused 
lamps, up to and including 1000 
walts. 

Sound optical system projects 
light from exciter lamp directly 
through semi-cylindrical lens, 
eliminating mechanical slit and 
mirror. Amplification carries tone 
control for crisp speech reproduc- 
tion and 12-inch Jensen perma- 
nent magnet dynamic speaker has 
wide tone range and adequate ca- 
pacity for moderate sized audi- 
toriums, 

Amprosound PREMIER-20 oper 
ates on 50-60 cycles, 105-125 volts 
A.C, Use with converter on D.C, 
current for amplifier only. Pro- 
jector motor operates on either 
A.C. or D.C. Complete unit in 
cludes projector, speaker, lens, 
lamps, 1600 ft. reel and standard 
accessories, New luggage type 
projector case and speaker case 
are also supplied. 

The Premier-20 model is pic 
tured in another column on this 


page. 
























The Ampro Premier-20 model. 


Ralph Bates Joins RCA Victor 
For Audio-Visual Equipment 


@ RCA Vicror offices at Chica 
go have announced the appoint 
ment of RALPH BAtTrEs as regional 
representative — for dudio-visual 
equipment, 

Mr. Bates is a graduate of Illi 
nois State Normal University, the 
University of Illinois, and special 
ized in advanced electronics and 
radio communication at Yale 
University. After a pre-war teach 
ing career, he served as a Major 
in the U. S. Army. 

















630 Ninth Avenue 
Cable Address: Photoments 





ivs Cineflex wisa7 


for your 


35mm. All-Purpose Camera 


The new Cineflex has been especially engineered to offer the professional cinema- 
tographer a quality 35mm reflex camera for all purposes. Outstanding features 
include lightness, compactness and portability necessary for many types of in- 
dustrial and scientific photography. The Cineflex is a true reflex camera. Direct 
viewing through the taking lens is possible at all times. 
No parallax. 


Designed as a motor-driven hand camera, the versatile 
Cineflex is also used mounted on tripod. Combined 
weight of camera and tripod is only 25 pounds. 


See it at your dealer’s today 


or write for your copy of 


The Cineflex Camera 


CAMERAFLEX CORP. 


New York 19, New York 
Circle 5-7240 

















Camera with 400-ft. magazine 
James Seeley, A.S.C., Director of Photography 
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KLOQUIPMENT EXECUTIVES DISCUSS EXPORT NEEDS _ rapidly and prints made there- 

. Sek, roduet Parade from. Intermediate editorial spe- 
re si cial effects such as lap-dissolves, 

yp wipes, fades, and blow-ups are 
among the services to be rendered 
by Houston. Development of a 
special printing machine makes it 
possible for Houston to deliver 
high quality color release prints 
complete with sound. The service 


Sweden and Australia Seek 
“U.S. Products for Export 


@ Another indication of the world 
idé interest in American-mad 





cine and photographic equipment 


was the recent visit to this coun 





% ntative ; 
my OY prominent repres y will be augmented by blow-ups 


from 16 mm original color film 
which can be made and duplicated 
in quantity for general release. 


» Arom Sweden and Australia. 


Visit Ampro’s Chicago plant 


1g 
within a few days of each other 
were Helmuth Spandow, presi 
dent of Foto-Ab. Skandia, a sub 


sidiary ol Europa Films of Stock 


* * * 


Controlled Lens Coating Now 
Featured by Bell & Howell 

@ Superior performance and dur- 
ability alike distinguish the cam- 


holm, Ampro’s distributor tor 
Sweden—and Keith Dureau, man 





aging director of Brown & Dur 


eau Lid., a well established Aus HreL_MUTH SPANDOW (SECOND FROM LEFT). EXECUTIVE OF SWEDEN’S ForTo- era and projection lenses being 
Mt ralian importing concern \B., subsidiary of Europa Films, talks over export problems with Am- supplied with the Opticote lens 
~~ Both men said that the purpos pro's president Axel Monson (extreme right) , sales vice-president Harry coating by Bell & Howell Com- 
0d! tate wits eres tn commence Gruns Vonson (extreme left) and Export Manager Ralph Knutsen (standing) . pany, it is claimed. “Controlled 
“they represented, and to seek anaiiaine eens —— coating,” a feature originated in 
4idditional lines of photographic ecutives outlined this complete tion picture industry, Original Bell & Howell s Lincolnwood lab- 
cquipment and accessories, Sinc service now available to the mo camera material can be processed oratories, assures both photog- 
they are expected to leave this rapher and projectionist that the 


coating on a B&H lens is as hard 
as the glass itself and has the 
correct thickness, or color, for 


country by the time this reaches 
print, firms wishing to contact 
these distributors can write to 
Helmuth Spandow, Foto-Ab. Skan 
dia, 29, Birger Jarlsgatan, Stock 
holm, Sweden Keith Dureau 
’ Brown and Dureau Ltd., 422-428 


Callins St., Melbourne, Australia mies *euEare EQUIPMENT 


maximum light transmission and 
anti-reflective properties. 

Far more exacting than even 
military specifications require, the 
routine for testing the coating in- 
cludes a hardness check-up de- 


we 22% ; signed and used by Bell & Howell 
Houston Laboratories Ready a full line of engineers. Periodically, a special 

To Print Ansco 35 mm Color machine subjects a sample coated 

@ An announcement of major Incandescent and Arc Lamps surface to a half hour of abrasion 
importance to commercial film ‘ beneath a weighted  glass-fiber 
Cables — Boards — Boxes 5 5 
producers and sponsors, as well as abrader, Upon completion of this 

to theatrical producers, is the in and Accessories rigorous test, resulting scratches 
formation that the Houston Colo \ in the coating must be all but 
Laboratories, Hollywood are now for date | enlative — iPirettiiaael invisible to the naked eye, and 


prepared to produce release prints must stay within prescribed limits 


when evaluated by means of dark- 
field photography. 


on Ansco 35 mm color film. Hou Educational or Commercial Producer 
ston is the first and only labora 
fetory so lar to qualify for the com 
plete service job on this new film SOLE EASTERN DISTRIBUTORS Weston Announces Photographic 
Arrangements have been made Analyzer for Contrast Range 
through Ansco for a large quan of 


. ‘he new Weston Photograph- 
“stuty of raw film to be available at . Phe ne 4 = Photog, ‘| h 
- ic Analyzer, consisting of a densi- 

e Houston for high quality produc . s tc 
H tometer, an illumination meter, 
and a calculator, has been an- 
nounced by the Weston Electrical 
“Corporation, has announced that ; Corporation, Neward, N. J. With 
or exterior locations taken care the Analyzer the photographer 

the new laboratory facilities in : 

belude a complete service of print of to the last minute detail. can establish the exact contrast 


* * * 


tion of release prints for motion 
picture producers, H. W. Hor 
STON, president ol ‘The Houston 


Hollywood California 


Your requirements for interior 


: ‘anges of bo gwatives ¢ 
ing and processing to be made ranges of th negatives and 


ctl psn Mee gala ROS OO YC SMES EAA CONSE || TiMiNg papers under his own 


. . . > : > g , . o . i. 
industrial and educational film equipment ind working condi 


users. tions, can accurately choose the 
hb / 2 yf correct paper and can also deter- 

g a VY cs Ross, WC. mine the precise exposure neces- 

sary. In field tests the Analyzer 
333 West 52nd Street has proved valuable in both color 


work and in black-and-white pho- 
tography. 


Firms which may wish to place 
large orders for duplication of 
Slides, advertising films and adver 
tising projection Strips, are as 
sured rapid color duplication in 


New York 19, N. Y. CIrcle 6-5470-1 


any quantity desired. In an inte 





————view at the color laboratory, ex Ist IN INDUSTRY: BUSINESS SCREEN 
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RAILWAY EXPRESS EXEC 





KinsEY N. MERRITT 


Railway Express Public Relations 
Chief Is New Vice-President 


@ Appointment of Kinsry N. 
Merritr as Vice President in 
Charge of Traffic of Raitway 
Express AGENCY, succeeding the 
late C. A. Frey, was announced 
today by L. O. Head, president of 
the company. 

Heretofore General Manager ol 
Public Relations for the Express 
Agency, Mr. Merritt has been in 
express service all his business life, 
starting as a clerk in Baltimore, 
Md., in 1908, later holding in- 
creasingly important posts in 
Philadelphia, Atlantic City and 
New York. 

In 1932, after several years as 
trafic agent in the Allegheny re- 
gion, he became assistant trafhc 
manager in the General Traffic 
department at the New York ex- 
ecutive headquarters of the com- 
pany; then assistant to general 
manager of public relations and in 
1936, general sales manager. 

In 1942, when the sales activi- 
ties were assigned to a new and 
enlarged Department of Public 
Relations, Mr. Merritt was placed 
in charge as General Manager ol 
Public Relations. In_ that 
he directed the public relations, 
advertising and employe training 
activities of the company for both 
its rail and air express services. 


pe St, 


Mr. Merritt has gained a na- 
tional reputation through his 
many activities in business, public 
relations and fields. He 
served for two years as president 
of the National Federation of 
Sales Executives and one year as 
chairman of the that 
organization; he has long been 
active as a member of the New 
York Sales Executives Club. He 


civic 


board of 
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is also a member of the Trafhc 
Clubs of New York, Chicago and 
Boston, 

Traveling extensively in the in- 
terests of his company, Mr. Merritt 
has addressed many transporta- 
tion, commercial and civic or- 
ganizations throughout the coun- 
try and has gained a wide repu- 
tation as a public speaker. He 
resides at 1045 Galloping Hill 
Road, Elizabeth, N. J., where he 
takes an active part in civic, com 
munity and church affairs of that 
city, having been named its out- 
standing citizen in 1943. 

Mr. Merritt will have his head- 
quarters at the executive offices 
of the company in New York at 
230 Park Avenue. 

* 7 - 
U.S. Rubber Buys a Short 
@ U. S. Rubber Company has 
purchased the 16 mm motion pic- 
ture short made by Telefilm Stu- 
dios of Hollywood, of the recent 
Los Angeles Open Golf Tourna- 
ment, PRESIDENT JOsEPH A. THOM- 
AS of Telefilm announced. The 
sound film, made originally under 
supervision of Don McNamara 
for rebroadcast over television 
stations WABD in New York and 
WTTG in Washington, D.C., 
shows highlights of the recent clas- 
sic and has been added to US. 
Rubber’s series of sports features. 

* * * 


Nassour Studios In Production 


@ First production scheduled for 
the recently completed Nassour 
Studios, Hollywood, 
January 25th. 

Two sound stages are now com- 
pleted at Nassour Studios, and 
work has begun on two more. 
Production facilities will be avail- 
able to both theatrical and non- 
theatrical producers on a com- 


started on 


pletely open basis, according to 
Lloyd Laumann, studio manager. 


* * * 


$20,000 Equipment Stolen from 
Film Arts Corp. of Milwaukee 
@ Equipment of more than 
$20,000 value was stolen from the 
studio and lab of Fitm Arrs Cor- 
PORATION Of Chicago and Mil- 
waukee over the January 4th 
weekend. BusINEss SCREEN readers 
who may be offered used equip- 
ment in the near future are asked 
to look carefully. Decals of 1 or 3 
inch circles were on all pieces and 
evidences of scraping off may be 
noticeable. Serial numbers on big 
items such as two Studio Bell and 
Howells, three Cine Specials, 
three Graphic outfits, one 70 DA, 
and two Leicas are available. 
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To capture the charm and character of the Borden hal 
Company’s famous trademark in color animation was rs 
a challenge — but we thrive on difficult assignments! a 

In the “Life With Elsie” campaign, you will find the ss 
same thoroughness of planning, originality of design, ind 
and perfection of production that characterize all of our 2 





productions for Westinghouse, Standard Brands, and 
many other leaders of industry. 


B.K. BLAKE. Ine. 


ROCKEFELLER CENTER, N.Y. 


Since 1917 producers of the finest in commercial and theatrical films 
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Every Projector Owner Should Have One! 


The 1947 Edition of the 


Audio-Visual Projectionist’s Handbook ||: 


4 


Here is a brand-new edition of the 36-page completely graphic, fully 
authoritative manual on good audio-visual showmanship for business 
and industrial operators in the plant, office and in the field. Con- 


wey pee 


™ 


tains step-by-step graphic lessons on how to put on a show, how to 
avoid pitfalls, causes of film damage and other valuable data, charts, 


together with many other useful illustrations. 


Also contains graphic two-color threading diagrams of all prin- 
cipal makes of 16 mm sound projectors now in use. Cited by busi- 


ness, industry and the schools as the best of its kind now available! 


ORDER YOUR COPY TODAY AT ONE DOLLAR POSTPAID 


BUSINESS SCREEN MAGAZINE 
157 EAST ERIE STREEI CHICAGO (11) ILLINOIS 
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fRISWOD 


FILM 
SPLICERS 


A few dollars invested in a 
GRISWOLD film splicer will safe- 
guard valuable motion picture 
films against the damage and 
the presentation difficulties 
caused by poor splices. For the 
GRISWOLD, with its exclusive 
design features and precision- 
built quality, makes precision 
splicing a simple, easy, fool- 
proof operation. It is the splicer 
preferred by the motion picture 
industry and extensively used by 
Army and Navy pictures services. 
Specify the GRISWOLD by name 
when you buy — and accept 
only the genuine as disting- 
vished by the GRISWOLD name 
plate. 





GRISWOLD 


come in 


splicers 
models for all film sizes. All 
models splice both sound and 


silent film. Order from your 
Photo Supply Dealer or direct 
from us if he doesn't have them. 
Descriptive folder 
request. i 


mailed on 





GRISWOLD 
MACHINE WORKS 


DEPT. A — 412 MAIN ST. 
PORT JEFFERSON, N. Y. 




















For better showings of youn 


Audio-Visual Projectionists Handbook 
Write: 


157 E. Eric 


Chicago (11) 


Use the Projectionist’s Handbook 


16 mm sound 


films or 35 mm filmstrips, consult the 1947 


$1.00 
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PUBLIC RELATIONS 


National Federation of American 
Film: America Sails the Seas. 


Palmer Pictures. 


Sponsor: 
Shipping. 
Producer: 

* l he 


chant marine to our national defense is the 


vital necessity of an adequate mer- 


theme of this new Kodachrome film recently 


previewed at the Preview Theatre in New 
York 
Photographed by Alfred T. Palmer, 


specialist in marine and travel film produc- 


long a 


tion, America Sails the Seas tells about ou 
merchant marine—what it carries and where 
it goes—and its history and necessity in wat 
and peace, 

Rudy of the Federation an- 


nounced that the film will be shown in schools, 


John Forney 


colleges and to adult groups. He estimated 
that an audience of several million persons 
are expected to see the film in two years. 


TELEVISION PROGRAMS 


Sponsor: Automobile Manufacturers Associa- 
tion. Telefilm: “New Cars.” Producer: 
American Broadcasting Co. 

* Demonstrating that television is a potent 

means for influencing public opinion, the 

\utomobile Manufacturers Association recent- 

ly invited industry and press representatives 

to telecast of New Cars, an American Broad- 
casting Company film originating on Du- 

Mont’s WABD and viewed at the Waldorf- 

Astoria, New York. 

Previously, at a dinner given in conjunc- 
tion with the broadcast, George Romney, gen- 
AMA, described the causes 
for the low production of new automobiles. 


eral manager of 


He blamed labor for lying down on the job 
and cited a greatly reduced man-hour output 
as compared to that of ten years ago. 

ABC televised the new film in its initial 
showing on WABD, and on WTTG, Wash- 
ington. It has since been seen on WPTZ, 
Philadelphia; WBKB, Chicago; and WRGB, 
Schenectady. New Cars tells of the problems 
and delays now confronting the industry. 


ABC Discontinues NY Television Programs 
* The American Broadcasting Company has 
discontinued all television studio program- 
ming in New York for an indefinite period, 
Paul Mowrey, the network's national director 
of television has announced, effective in Jan- 
uary. 

“We have had lots of experience in pro- 
gramming and have built up a_ backlog of 


tested shows. During 1947 ABC television 


will concentrate principally on the construc- 
tion of new stations and studios and the train- 
ing of a television engineering department. 
We shall also make our television experience 
available to afhliated stations which are pre- 
paring to enter the new medium,” he said. 

During 1946 ABC received construction per- 
mits for video stations in Los Angeles, Chicago, 
Detroit and San Francisco, And application 
for a station in New York is before the Federal 
Communications Commission. 

Mowrey also announced that ABC 
cently received two image orthicon 
In order learn how to use these cameras 
most effectively, and to develop skilled camera 
crews, the company plans to operate them on 
a closed circuit on all 
pickups. 


had re- 
cameras, 


manner of remote 

The discontinuance of all studio programs 
in New York does not mean that ABC will 
curtail the production of film programs, ac- 
cording to Mowrey. “We have several docu- 
mentary films under consideration and may 
continue to use film for coverage of news and 
special events. This phase of our program- 
ming activity is still under consideration,” he 
said. 


Ihe change in policy affects only New 
York, explained ABC’s video director. The 
network will continue to telecast professional 
ice hockey games and studio shows in Chicago 
and Philadelphia. 


BBC Television Film Shown in New York 
@ <A motion picture document of 1946 tele- 
vision activities of the British Broadcasting 
Company was telecast over NBC's 
WNBT on Jan. 12. 

The films, 


station 


flown here for presentation on 
NBC Television, give an interesting and com- 
prehensive record of the year’s activities of 
the BBC. The compilation of films is titled 
BBC Scrapbook. 





PORTLAND'S ONLY MODERN AIR CONDITIONED 
16MM SCREENING ROOM 
NOW AVAILABLE FOR RENTAL 


5 Minutes from the Leading Hotels 
SCREEN ADETTES, INC. 


611 N. THLAMOOK ST., PORTLAND (12), ORE. 

















TRANSLUCENT 


SCREENS 


for 





REAR PROJECTION 


All Screens Made to Order 


owler 


Sizes from 1 inch 
square to 30x 60 feet 


750 §. Wabash Ave., 
CHICAGO, ILLINOIS 
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Canadian Government Appoints 
McLean Film Commissioner 

@ Ross McLean, who headed 
the National Film Board as Act- 
ing Film Commissioner for the 
past year, has been appointed Ca- 
nadian Government Film Com- 
missioner, according to an official 
announcement, 

McLean is a graduate of the 
University of Manitoba, and has 
wide experience in both the edu- 
cational and film fields, In 1947 
he was awarded a Rhodes schol- 
arship and later a Beit scholar- 
ship. 

After travelling through Eu- 
rope and the Caribbean, McLean 
returned to America to do special 
work with the Unemployment 
Relief Commission of Illinois, A 
year later he became secretary of 
the Association of Canadian 
Clubs, Ottawa correspondent for 
publications including Saturday 
Night and the Canadian Forum, 
and editor of publications for the 
National Liberal Association. 

In 1936 he was appointed sec- 
Hon. 
then High Commissioner to the 
United McLean _ has 
held an executive position with 
the National Film Board since its 
beginning in 1939. He has worked 
closely in the production of Ca- 
nadian documentary 
John Grierson. 


retary to Vincent Massey, 


Kingdom. 


films with 
The good wishes of his many 


U.S. and Canadian friends go 


with Mr. McLean in his new post. 





For 16mm. Film—400 to 2000’ Reels 
FIBERBILT Cases are approved for 
Service by the Armed Forces, for ship- 
ping of |é6mm. film. 


Only original 
bear 


TRADE 


Fiberbilt Cases 
this 


MARK 
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Boston Globe Sponsors 
New Marketing Film 
@ Joining the trend towards 
media sponsored films which has 
in recent months included the 
New York Daily News and Es- 
quire Magazine, the Boston Globe 
is showing The Boston Market. 
The film is a 20-minute color pic- 
ture which is currently being 
shown in key cities throughout 
the country. 

* + * 
Esquire Magazine Presents 
“Where Do We Go From Here?” 
@ Esquire Magazine has been 
previewing at Monte Carlo in 
New York City its new film 
Where Do We Go From Here?, 
produced by its Market Research 
Department, and discussing the 
role of America in a vital post- 
war world, 


BOOKSHELF 


Movies That Teach by Charles F., 
Hoban, Jr. Dryden Press. New 
York 1947. $2.50. 
* This new 


authoritative 


volume is an 
discussion of the 
changes in character and use of 
educational movies during the 
war years, and the problems that 
must be met in equipment and 
production if they are to be the 
great educational force expected, 

Dr. Charles F. Hoban is well 
qualified to discuss the industry, 
having served as Chief of Film 
Distribution and Utilization for 
the Army Pictorial Service (U., S. 
Signal Corps) . 

Dr. Hoban educa- 
tional movies are no longer a sup- 
plementary aid to other teaching 
methods, but must be regarded 
as a basic educational implement 
in which full use should be made 
of dramatic and interest-holding 
qualities. 

Three chapters of Movies That 
Teach present a factual, analyti- 
cal account of 


shows that 


film use in war- 
with particular atten- 
tion to the Army’s films for orien- 
tation, 


training, 
emotional conditioning, 
information and instruction. 

Dr. Hoban goes on in four 
chapters to analyze the implica- 
tions of this important experience 
with respect to postwar education- 
al programs, He points out -spe- 
cifically changes in educational 
approach that must be taken by 
movie-producers, improvements 
that made in 16 mm 
equipment, and new types of or- 
ganization and administration 
that must be provided in distri- 
bution and library services. 


must be 








\  SARRA, Ine. 


\ NEW YORK 


OE aS ae: 


“BUSINESS FILMS | 


created to meet 
| your company needs 





‘A complete service 


ee script writing 


through to handling 


details of distribution. 
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MODE-ART PICTURES 
INC. 
FORBES STREET 
PITTSBURGH, PA. 
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Announcing.... 


A NEW SERIES OF MOTION PICTURES 
IN COLOR OF NORTH AMERICAN 


WILD LIFE FILMED IN THEIR 
NATURAL HABITATS. AVAILABLE TO A 
LIMITED NUMBER OF OUTDOOR AND 
SPORTING GOODS SPONSORS. 


ROCKETT 
PRODUCTIONS 


6063 Sunset Blvd. * Hollywood 28, Calif. 
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Everything in Projection 
35mm PROJECTION 16mm ARC PROJECTION 
16mm MAZDA PROJECTION 16mm SILENT PROJECTION 
8mm PROJECTION STANDARD SLIDE PROJECTION 
2x2 SLIDE PROJECTION FILM ROLL PROJECTION 
SOUND SLIDE PROJECTION OPAQUE PROJECTION 
TURNTABLE FURNISHED MICROPHONE FURNISHED 
The World’s Largest 16mm Sound Film Library of 
Commercial, Educational and Entertainment Films 


16 Offices reavy to SERVE YOU 


© 2024 Main St., Dallas, Texas 
@714 18tb St., Denver, Colo- 


@ 826 Baronne St., 2nd Floor, 
New Orleans 13, Lovisiana 


rado @ 8th & Hennepin St., Minne- 
apolis, Minnesota 
a ny ea St., Kansas City © 915 S. W. 10th Ave., Port- 


land 5, Oregon 


@ 2408 W. 7th St., Los Angeles @ 108 W. 8th St., Chattanooga 


5, California 


2, Tenn. 
@ 18 So. Third St., Memphis 3, @219 E. Main St., Richmond 
Tenn. 19, Va. 
@132 S$. Miami Ave., Miami @52 Auburn Ave., N.E., At- 
36, Fla. lanta, Ga. 
@5 Boylston St., Cambridge, @ 1370 S. Beretania St., Hono- 
Mass. lulu, T. H. 


and 
Bertram Willoughby Pictures, Inc., Suite 600, 
1600 Broadway, New York City 19, New York 


Peal Ce EESS' 


28-34 E. 8th St., Chicago, Illinois (Home Office) 


LD Eyaus 








‘From the Studios: 


First Productions Completed 
With New Mitchell 16 


@ The series of 12 musicals pro- 


| duced by Admiral Pictures marked 





the completion of the first major 
productions with the new Mitch- 
ell 16 mm camera, 

Chief cameraman on the pro- 
ductions was WILLIAM A. Woort- 
rEN, who, with Homer F. O’Don- 
NELL has set up a producer’s cam- 
era and production service in 
Hollywood, featuring the Mitchell 
equipment, 

Results obtained with the new 
equipment, according to all who 
have seen the original color posi- 
tives, appear excellent, Cutting 
on the films is now taking place, 
under the direction of Wootten 
and O'Donnell, and they are ex- 
pected to be ready for release in 
March or early April. 

The film series deals with the 
life of Stephen 
America’s best 


Foster, one ol 


loved composers, 
and each film features the story of 
the composition of one of his fa- 
vorite songs. Among the titles in 
the series are: Camptown Races, 
Old Folks at Home, and My Old 
Kentucky Home. 

Producer-director of the series 
is J. RicHARD WesTEN of Belmont 
Studios. MARTIN HeErsH is Presi- 
dent of Admiral Pictures and SAM 
Hersn, Sales Manager. 

Pictures are designed for school 
and general use, and will be sold 
separately or in series to film li- 
braries, 


schools institutions 


interested in the educational and 


and 


entertainment value of the films, 
* * * 


Hollywood Animation Studio Is 


Announced by Paul J. Fennell 


@ Announcement has been made 
by PauL J. FeENNeELL of the forma- 
tion of an animation film produc- 
tion company under his direction 
in Hollywood, 


Ihe organization, which is lo- 
cated in the Acme Film Labora- 
tories building, will specialize in 
sponsored films, doing either full 
animation pictures or animation 
sequences for other producers and 
sponsors, The company is offering 
new animation techniques to in- 
dustry and has a full 
experienced animators. 


crew of 


Mr. Fennell, producer-director, 
Disney 
Para- 


has been an animator at 


Studios and at Fleischer’s 


NEWS OF WESTERN 
FILM PRODUCERS 


mount. He was formerly director 
of Harman-Ising MGM release, 
and executive producer of Car- 
toon Films Limited. During the 
war he was Officer-in-Charge of 
Navy Animation at the Navy 
Photographic Science Laboratory, 
Anacostia. 

Other members of the staff are 
Joun E. Burks, technical director, 
Epwarp BENEDICT, art director, J. 
B. FRANCIs, producer's representa- 
tive, and JAMES CARMICHAEL. All 
members of the staff have had 
several years experience in ani- 
mation, 

First production of the com- 
pany is 100 Years of Security, now 
being produced for the Penn Mu- 
tual Life Insurance Company. It 
will be completed in February for 
delivery to Penn Mutual in time 
for that company’s centennial 
meeting in Philadelphia in March. 


* * * 


Albert Productions Complete 
A.T.&T.’s “Party Line” 


@ Recently completed by Eppir 
ALBERT Propuctions is the film 
Party Line for the American Tele- 
phone and Telegraph Co. 

The picture is a two reel color 
production featuring the Bil and 
Cora Baird Marionettes and is an 
entertaining public relations film 
designed for general audience use. 

Reported in the editing stage at 
Albert Productions now is the sec- 
ond in the series of training films 
being made for United Airlines. 
First in the series was Reservations 
Please, featured in the latest issue 
of Business SCREEN. 

Film in production now is titled 
All Mainliner Passengers and will 
be a 15 minute training picture 
for the company’s passenger 
agents, 

* * so 
Complete New Sound Stage 
for West Coast Television 


@ Recent completion of a new 
sound stage for the production of 
films for television and dry run 
rehearsals for live action shows 
has been announced by Bergen- 
Cunning Television Productions, 
Hollywood. 

Officers of the organization, 
formed last year, are EpGar Ber- 
GEN, in charge of Telecine film 
productions, and Parrick Mr- 
CHAEL CUNNING, producer of live 
action programs. 

Forerunner of this organization 
was Cunning’s Stage Eight, which 
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has experimented for seven years 
with television productions. Dur- 
ing this time many programs were 
produced over Los Angeles video 
stations, and invaluable experi- 
ence gained in television produc- 
tion. 

As a result of this experience 
Cunning has a number of tele- 
vision serials of proven entertain- 
ment value ready for demonstra- 
tion to prospective sponsors, 

In the Telecine film depart- 
ment, Mr. Bergen is experiment- 
ing with new puppet animal char- 
acters for short television commer- 
cials. Bergen’s Barnyard, a short 
picture demonstrating some of 
these characters in action, has 
been produced to show the po- 
tentials of this type of spot an- 


nouncement. 
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Frank Kelling Productions Is 
Formed in Los Angeles Area 

@ New commercial film produc- 
tion company in Los Angeles is 
FRANK KELLING PRODUCTIONS, 
Company, recently organized by 
Kelling and his brother WiLtiAM 
S. KELLING, will produce commer- 
cial pictures, and is equipped to 
handle both live action and ani- 
mation production. 

Frank Kelling, President and 
production manager of the com- 
pany, has been in picture produc- 
tion for 18 years. He has been 
associated with Disney Studios, 
Paramount and RKO, and had 
until recently been among the 
owners of the Fletcher Smith Stu- 
dios in New York. He sold his 
interest in that organization to 
enter business for himself. The 
new company has been in exist- 
ence since about March, 1946. 

While at Fletcher Smith Studios 
Kelling was the producer of the 
well known film How a Bill Be- 
comes a Law, now being released 
by Pictorial Films. William §. 
Kelling, Vice President and sales 
manager, joins the organization 
after many years experience in 
advertising and sales work. 

* * * 

W. A. Palmer Company Now 
Using Magnetic Recorder 

@ Experiments with magnetic 
tape recorders have proved their 
value in many ways, according to 
W. A. PALMER, of the Palmer Com- 
pany, San Francisco film produc- 
ing and service organization, 

Palmer equipment, called Mag- 
natrack, has been adapted from 
German Magnetophone models. 
With it excellent frequency re- 
sponse has been obtained well 
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above 10,000 cycles, according to 
Palmer, and it is limited, for all 
practical purposes, only by the 
capacity of the reproducing and 
speakers systems used. 

Magnetic recording of this type 
is excellent for high fidelity music 
tracks, and notable for its lack of 
surface or mechanical noise. The 
Palmer Company has used the 
magnetic system for master tracks, 
for re-recording on both film and 
disc. 

The Palmer Company is both 
a film production firm, and a serv- 
ice organization for other pro- 
ducers. It has sound recording fa- 
cilities, cutting rooms and stage 
space, 

One of the recent productions 
of the organization was a film on 
cling peaches for the California 
Cling Peach Advisory Board, 
which told the story of the grow- 
ing and canning of this type of 
peach and was designed for trade 
channels. However, the film con- 
tains a recipe sequence, and _ is 
also of educational value for show- 
ings to housewives and domestic 
science classes, 


* * * 


Carl Dudley Names Two 
to Studio Executive Staff 


@ Carl Dudley Productions, Hol- 
lywood and New York, announces 
the recent addition of two new 
staff members. 

EuGenr O' Nei, formerly a pro- 
ducer at 20th Century Fox, has 
joined the company in an execu- 
live capacity. JAMES BLoopWoRTH, 
a former writer for Warner Broth- 
ers, has joined the Dudley produc 
tion staff. 

Films recently completed by 
the Dudley organization include 
Mainline, U.S, A., a film for the 
American Association of Rail- 
roads, and Big Trains Rolling, a 
children’s version of the same film 
for school use, 

Nearing completion now are 
six Technicolor shorts for Warne 
Brothers release. The films, Powe) 
Behind the Nation, Let's Go 
Places, The Cradle of the Repub- 
lic, The Horse America Made, and 
New York City were shot in Koda- 
chrome and are being blown up 
to 35 mm for theatrical release. 

Iwo of these films were the 
first to be shot on the new com- 
mercial Kodachrome. The Dudley 
organization was one of the first 
companies to use the new Koda- 
chrome for regular production, 
and the first to have it blown up 
for Technicolor release, according 
to Carl Dudley, head of the com- 
pany. 


Film Music Means Much 


The right kind can be vital, adding interest and ap- 
peal — setting the mood — pointing up the high- 
lights — emphasizing the objective of your picture. 
That, Velazco music does; that, some of the greatest 


producers in America will testify. 


Art titles, animation, special optical effects, narration, 
etc. should be done by experts. Our personalized ser- 
vice will recommend the best and supervise this work 
for out-of-town clients. The end result of the com- 
bination of these highly specialized skills will be 
iq a professional film as perfect as is humanly pos- 
sible to produce. 
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Floors of Creative Activity 


Sure, we have adequate facilities for producing training programs —a six 
story building full of them in downtown Detroit. But, typewriters and 


cameras, printing presses and lighting equipment don't train men. 


Of greatest importance to usand most profitable to our clients —are 
the people within our building. Their creative talent . . . their experi- 
ence in solving many types of training problems . . . their ability to put 
the client’s ideas into action these are the factors that contribute to 
the success of the complete training programs we are producing for 


some of America’s finest business organizations. 











INCORPORATED 


formerly 
VISUAL TRAINING CORPORATION 
A COMPLETE TRAINING AND PROMOTION SERVICE 
815 BATES STREET . DETROIT 26, MICHIGAN 
Established 1932 
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MORE BRILLIANT PROJECTION! 
GREATER SLIDE PROTECTION! 
MORE CONVENIENT OPERATION! 


The GoldE Filmatic enables you 
to make the most effective use of 
all three types of still projection 
material. Can be changed from 
film to slide showing in a jiffy! 


BLOWER C00TED 


GoldE Manufacturing Co. 


AND LIGHT 





MOTOR-DRIVEN FORCED AIR COOLING 

plus heat filter permits use of 300 as 

well as 200 or 100 watt lamp, yet safe- 

puen precious slides or film against 
eat damage. 


NO REWINDING NECESSARY... film is 
ready for showing right after use. 


SMOOTH PRECISE FOCUSING to hairline 
sharpness. 


ANASTIGMAT PROJECTION LENS (5” f:3.5). 


EASILY ADJUSTABLE for either horizon- 
tal or vertical pictures. 


MANUMATIC SLIDE CARRIER automati- 
cally stacks slides in sequence. 








Chicago 7, U. 5 


WEIGHT, TOO 










Dept. B, 1220 West Madison St 








THE 1946 


ARMY-NAVY 


FOOTBALL GAME 
IN 


FULL COLOR 


Sound Prints $75.00 each. 
att ay al 





AN ADDED ATTRACTION FOR YOUR FILM PROGRAM 





This never-to-be-forgotten gridiron thriller is now available 
in 16mm... . narrated by Bill Slater, ace sports announcer 
. « - and filmed in full color to capture the beauty of this 
breathtaking football classic. 


A 400 foot film that is a natural for all companies sponsoring 
motion picture programs... for film rental libraries, too. . . 
as sports lovers by the millions want to see this game .. . 
over and over again, in fact! 


Silent Version With Titles $60.00 each. 





NEWS REEL LABORATORY 
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LIBRARY OF CONGRESS ISSUES STATEMENT 


CLARIFYING MOTION PICTURE ACTIVITIES 


* Current inquiries being re- 
ceived from all over the country, 
especially those from the educa- 
tional field, indicate the need for 
a general statement by the Li- 
brary of Congress concerning its 
motion picture program. It is 
hoped that the following informa- 
tion will serve to answer many of 
the questions that arise, and indi- 
cate in broad terms what may be 
expected of the Library as its film 
program develops. 

1. INFORMATION SERVICE: A 
clearing house of information is 
being established, with Govern- 
ment films having a high priority 
in the program, This will include 
the development of lists, catalogs, 
bibliographies, and other refer- 
ence and research tools in the 
hope that many of the delays 
inquirers have suffered in the past 
may be lessened or eliminated. 
If the Library does not possess a 
desired film it will undertake to 
give the information concerning 
its location and the conditions 
under which it may be obtained. 


SuRPLUS GOVERNMENT FILMS 


2. Excess OR SURPLUS PRINTS: 
The Library expects to distribute 
or allocate excess prints of Gov- 
ernment films, transferred to it by 
other Government agencies and 
eligible for general use, by lend- 
ing such films to various film de- 
positories throughout the country. 
This problem is now being sur- 
veyed in the hope that an ap- 
propriate announcement may be 
made in the near future, 

3. Fitm Purcuases: The Library 
expects to develop arrangements 
with accredited laboratories for 
providing at reasonable cost to 
users films that are eligible for 
general use. Whenever possible 
the films deposited in such labora- 


tories will be negatives or fine 
grain positives to insure good 
quality and minimum cost. 


CLEARING OF RESTRICTIONS 


4, Restricrep Fitms: Copyright 
and other restrictions must be 
honored; hence no restricted films 
will be distributed for general use 
until such restrictions have been 
specifically waived. An inventory 
is now being made covering re- 
strictions on Government films 
and as fast as possible lists of films 
free of restrictions will be issued; 
supplementary lists will be issued 
as additional films become un- 
retricted. 

5. Oruer Distripution: The 
Library's distribution program 
will not invade the administrative 
rights of other Federal agencies 
distributing film. Its interest in 
distribution becomes active as the 
interests of the agencies of origin 
become inactive. For example, 
the Navy may distribute films to 
Navy personnel for Navy pur- 
poses; this is known as primary 
or administrative distribution. 
But when such distribution has 
been completed and the films in- 
volved are eligible for general 
use, then the Library will lend its 
services for further distribution; 
this is known as secondary distri- 
bution. In exceptional instances, 
where the agencies of origin lack 
proper distribution facilities, the 
Library of Congress may by agree- 
ment serve as primary distributor. 


No FILM PRODUCTION 
6. Firm Propuction: The Li- 
brary is not engaged in a film pro- 
duction program; its function is 
to render service on films pro- 
duced by others. 
Acquisitions: The Library's 
acquisitions will include both the- 











Sport Film Guide 
to be Published 


*Editorial research is 
being completed by 
the Editors of Busi- 
NESS SCREEN On a new 
Sports, Physical Edu 
cation & Recreation 
Film Guide to be is 
sued early in 1947. 
Listings include hun- 
dreds of sport film 


subjects. 











SEEING THE UNSEEN 


Through Micro Motion Pictures 





MICRO SCENES ADD INTEREST 


RO LAB Sandy Hook, Conn. 
Phone: Newtown 581 


Secrets of life, blood flow, cell division, 
growth of tissue, digestion, fermentation, 
germs and molds in action, inside stories 
of foods during cooking and baking, 
cleansing action of soap, perpetual mo- 
tion of ultramicr. Particles in liquids and 
air, dust, inside a drop of motor oi! be- 
low freezing, texture of textiles, struc- 
ture of materials, chemical reactions, etc. 


For Education and Promotion 


TO YOUR PRODUCTIONS 


Ask for Booklet 
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atrical and non-theatrical films 
but in general terms theatrical 
films will not be made available 
for distribution through its facil- 
ities. 

8. INTERLIBRARY LOAN SERVICE: 
This service will be made avail- 
able for approved research pro- 
grams, within the limits of the re- 
strictions imposed on the use of 
the film. 

9. SERVICE TO INDIVIDUALS: Ex- 
cept to Government officials and 
for official purposes the Library 
cannot distribute films to individ- 
uals. Requests for all such serv- 
ices will be referred to community 
or regional film depositories near- 
est the point of inquiry. 


50,000 REELS ACQUIRED 


10. Possiste Detays: The Li- 
brary’s motion picture program 
represents a major undertaking. 
For example, it already has some 
50,000 reels of film in its custody 
and expects many thousands more 
in the near future. The problems 
of listing, cataloging, and evalu- 
ating this huge collection in terms 
of its appropriate uses will re- 
quire time, money and trained 
personnel, In view of this circum- 
stance, delays will be inevitable. 
Nevertheless, the Library is keen- 
ly aware of its obligation in this 
respect and of its opportunity for 
service, and will push the pro- 
gram with all possible speed, This 
circumstance, however, does not 
preclude appropriate 
not covered’ in. the 


inquiries 
foregoing 
statement, 


* * * 


Report on Atomic Films to 
Business Screen Readers 

@ Many difficulties have been 
encountered in the production of 
commercial films on the subject 
of Atomic Power. Although this 
is a matter of the greatest interest 
to the general public, and distri- 
bution of such films could be very 


great, the cost of production, 
greater than that for most othe 
films, and the lack of coordina- 
tion of production between film 
makers, have contributed to keep- 
ing the output of Atomic films 
low. 

Another major factor is the 
conflict concerning solutions to 
the questions raised by our entry 
into the Atomic Age, and the need 
for accurate information on the 
subject in general. 

Our information is that the fol- 
lowing films on the subject of 
Atomic Power have been com- 
pleted. 

Atomic Power, March of Time 
regular theatrical issue. Atomic 
Bomb, .Movie Newsreels release, 
containing shots of Bikini, One 
World or None, Philip Ragan As- 
sociates, Philadelphia, Pa, We are 
also informed that the following 
films are available in 16 mm. Tale 
of Two Cities, Army Signal Corps 
20-minute film of Hiroshima and 
Nagasaki, Operation Crossroads, 
Army-Navy 27-minute film of Bi- 
kini, Bikini, 8-minute film by 
Paramount. 

. * ao 
APRA Holds Seminars In 
Washington on Film Use 
@ The American Public Rela- 
tions Association is currently 
holding a series of six seminars in 
Washington on the use of motion 
pictures in public relations and 
advertising programs. 

The first meeting was devoted 
to a screening of Magazine Magic, 
Curtis Publishing Company’s 
film. 

Writers, producers and spon- 
sors will discuss problems in the 
series, which include such subjects 
as Planning the Industrial Film, 
Producing the Film, Complex 
Problems of Production, and Dis- 
tribution, Pat Powers, New York 
film consultant, is supervising the 
weekly meetings. 

* * * 


Soundmirror’s 





e Your Films 


can help banish 
homesickness and 


WILL YOU 


We desperately need films to 
show before shut-ins in homes 
and hospitals. Do you have any 
to give or make available for 
long-time loans? We serve thou- 
sands of invalids each year and 
ore recognized by St. Louis So- 
cial Planning Council. Please 
write. 


VOLUNTEER FILM ASSOCIATION 


5965 Cabanne Pl. — St. louis, Mo. 


lonesomeness, 
even pain 


HELP? 





Magnetic Recording 
@ A new magnetic 
recording device, the 
Soundmirror, has been 
announced to sell for 
$229.50. Recorder uti- 
lizes a paper tape with 
a coating of iron 
oxide, Tape’s surface 
is magnetized to faith- 
fully pick up any 
sound, To reproduce 
the sound it is only 
necessary to run the 
tape back through the 
machine. 
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TALK ABOUT FILM ACCESSORIES! 


Noumade HAS EVERYTHING 


FILM CABINETS 
FILM RACKS 





EDITING AIDS 
FILM STRIP CABINETS 
APPLICATOR SETS 


REELS—CANS 
SHIPPING CASES 
PROJECTION STANDS 
TILT-TOP TABLES 


REEL BANDS 
FILM CEMENT 






FILM EMBOSSERS 


PRODUCTS 


CORP. 


NEW YORK.N Y. 


INSPECTION TABLES — 


MEASURING MACHINES 





FREE ILLUSTRATED CATALOG ON REQUEST 











Services for Our Readers 


NOW AVAILABLE FROM BUSINESS SCREEN 


1 BOOK DEPARTMENT 
You may order technical or general books on audio-visual 
subjects as reviewed in these pages. Books are available at 
publisher's list, plus postage. 


2. READER SERVICE BUREAU 
Inquiries from bona fide commercial and industrial con 
cerns interested in films, titles available, producer and 
distribution sources, etc., will be promptly answered with 
information available. No personal or school inquiries 


should be directed to this department. 


3. SPECIAL PUBLICATIONS 
Business SCREEN publishes the Index of Training Films, a 


Projectionists Handbook ($1.00) and other special film 


directories, Back issues on many previous Business SCREEN 
volumes available at 50¢ per copy. 


tf. MANUFACTURER’S LITERATURE 
Address advertisers in these pages directly or write the 
Reader Service Bureau for catalogs, price lists, and othe 
literature of manufacturers and service companies. 


4 Reasons for the Industry Leadership of 


BUSINESS SCREEN MAGAZINE 


157 EAST ERIE STREET *« CHICAGO (11) ILLINOIS 
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A NATIONAL 


DIRECTORY OF 


VISUAL EDUCATION DEALERS 





EASTERN STATES 


* CONNECTICUT - 

The Audio-Video Company of 
New England, 110 Wall St., Nor 
walk. 

Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Bridges Motion Picture Service, 

244 High St., Hartford 5. 
* DISTRICT OF COLUMBIA: 

Jam Handy Organization, Inc., 
Transport’tn Bldg., Washington 6. 

Paul L. Brand, 2153 K St., N. W., 
Washington 7. 


* MAINE * 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 

* MARYLAND * 
Collins Motion Picture Service, 
502% St. Paul St., Baltimore 2. 
Folkemer Photo Service, 927 Poplar 

Grove, Baltimore 16. 
Kunz Motion Picture Service 
432 N. Calvert St., Baltimore 2. 
Stark Films, 537 N. Howard St., 
Baltimore 1. 
* MASSACHUSETTS °* 
Audio-Visual Corp., 116 Newbury 
St., Boston 16. 
Jarrell-Ash Company, 165 Newbury 
St., Boston 16. 
Wholesome Film Service, Inc., 20 
Melrose St., Boston 16. 
South End Film Library, 56 Val 
lonia Ter., Fall River. 
Stanley-W inthrops, Inc., go Wash 
ington St., Quincy 69. 
* NEW HAMPSHIRE -* 
A. H. Rice and Co., Hollis, N. H. 


* NEW JERSEY ° 
Art Zeiller, 868 Broad St., Newark 2. 
Slidecraft Co., South Orange, N. J. 


* NEW YORK * 

Hallenbeck & Riley, 562 Broadway, 
Albany 7. 

Wilber Visual Service, 119 State St. 
Albany. (Also New Berlin, N. Y.| 

Buchan Pictures, 79 Allen St., Buf- 
falo. 

Charles J. Giegerich, 42-20 Kissena 
Blvd., Flushing. 

Association Films, 347 Madison 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bureau) 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

Brandon Films, Inc., 1600 Broad 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 W. 
5sth St., New York 19. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 18. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

King Cole’s Sound Service, 340 
Third Ave. at 25th St., N. Y. C. 10. 








USE THIS 





DIRECTORY 


Knowledge Builders Classroom 
Film, 625 Madison Ave., New 
York 2. 

Otto Marbach, 630 oth Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 

Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem Way, 
Yonkers. 34 Palmer, Bronxville. 

John E. Allen, Inc., Box 383, Roch- 
ester 7. 

Marks & Fuller, Inc., 332 E. Main 
St., Rochester 4. 

Ideal Motion Picture Service, 371 
St. Johns Ave., Yonkers 4. 

* PENNSYLVANIA -* 

J. P. Lilley & Son, 277 Boas St., Har- 
risburg. 

Also 152 Pine St., Williamsport. 

Kunz Motion Picture Service 

1319 Vine St., Philadelphia 7. 

Lippincott Pictures, Inc., 4729 Lud- 
low St., Philadelphia 39. 

Jam Handy Organization, Inc., 
1028 Forbes St., Pittsburgh 19. 
Karel Sound Film Library, 410 

Third Ave., Pittsburgh 19. 
* RHODE ISLAND - 

Audio-Visual Corp., 268 West- 
minster St., Providence. 

+ WEST VIRGINIA + 

J. G. Haley, P. O. Box 703, Charles 
ton 23. 

United Specialties, 816 W. Vir 
ginia St., Charleston 2. 

Apex Theatre Service & Supply, 
Phone 24043 Box 1389 

Huntington. 


SOUTHERN STATES 


* ALABAMA °* 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th St., 
N., YMCA Bldg., Birmingham. 
Jos. Gardberg, 705 Dauphin St., 

Mobile 16. 
John R. Moffitt Co., 194 S. Perry 
St., Montgomery. 
* FLORIDA + 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Orben Pictures, 1137 Miramar Ave., 
Jacksonville 7. 

Ideal-Southern 16mm Pictures Co., 
132 S. Miami Ave., Miami 36. 
Stevens—Pictures, 9536 N. E. Sec- 

ond Ave., Miami. 
Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 
+ GEORGIA - 
Calhoun Company, 101 Marietta St., 
Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N.E., Atlanta. 
Stevens Pictures, Inc., 101 Walton 

St., N. W., Atlanta 3. 


TO LOCATE THE BEST IN EQUIPMENT, FILMS AND 


Strickland Film Co., 141 Walton 
St., N. W., Atlanta 3. 


* KENTUCKY > 
D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 


* LOUISIANA + 

Stanley Projection Company, 2111, 
Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 

Stirling Motion Picture Co., 2005 
Ferndale Ave., Baton Rouge 15. 

Ideal Southern Pictures Co., 826 
Barrone St., New Orleans. 


* MISSISSIPPI + 

Herschel Smith Company, 119 

Roach St., Jackson 110. 

* NORTH CAROLINA - 

Carolina Industrial Films, 125 W. 

First St., Charlotte 2. 
National Film Service, 14-20 Glen- 

wood Ave., Raleigh. 


* SOUTH CAROLINA - 
Calhoun Company, 1110’ Taylor 
St., Columbia 6. 


* TENNESSEE °+ 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal Bldg., 
Knoxville. 

Ideal Pictures Corp., 18 S. 3rd St., 
Memphis. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 


* VIRGINIA * 
Walker C. Cottrell, Jr., 408-10 E. 
Main St., Richmond 19. 
Ideal Pictures, 219 E. Main St., 
Richmond 19. 
National Film Service, 309 E. Main 
St., Richmond. 


MIDWESTERN STAT ®S 


* ARKANSAS + 
Democrat Printing and _ Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main St., 
Little Rock. 


*-IDAHO- 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. oth, Boise. 
Williams Photo Service, 1007 Main 
St., Boise. 


* ILLINOIS + 

Father Hubbard Educational 
Films, 188 W. Randolph St., Chi- 
cago I. 

Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 

International Film Bureau, Inc., 
84 E. Randolph St., Chicago 1. 





Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 

McHenry Educational Films, 64 E. 
Jackson Blvd., Chicago 4. 

Midwest Visual Equipment Co., 
4509 N, Damen Ave., Chicago 25. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S. La 
Salle St., Chicago 3. 

Stinson Projector Sales, 521 S. 
Lombard Ave., Oak Park. 


* INDIANA + 
Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


* IOWA * 

Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 

Harrison St., Davenport. 


* KANSAS-MISSOURI + 

Audio Visual Aids, Broadview Hotel 
Bldg., Wichita, Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic- 
tures) 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


* MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lovell 
St., Kalamazoo 8. 

Gillespie Visual Education Service, 
220 State St., St. Joseph. 


* MINNESOTA -* 
Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minneapolis 
3. 
National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


* NEBRASKA -~ 
Church Film Service, 2595 Mander- 
son St., Omaha 11. 


* OHIO + 

Franklin Films, Inc., 287 W. Ex- 
change St., Akron 3. 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St., Cincinnati. 
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Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 
Sunray Films, Inc., 
Ave., Cleveland 14. 


2108 Payne 


Visual Communications, Inc., 2108 
Payne Ave., Cleveland 14. 

Film Associates, 429 Ridgewood 
Dr., Dayton 9. 
Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 
Co., 879 Reibold Bldg., Dayton 2. 

The Dayton Film, Inc., 2227 Hep- 
burn Ave., Dayton 6. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

Martin Sound Systems, 50 Charles 
Ave., S.E.,Massillon. 

Gross Photo Mart, Inc., 524 Mad 
ison, Toledo 4. 

E. L. Moyer, P. O. Box 236, Wayne. 

Thompson Radio and Camera Sup- 
plies, 135 S. 6th St., Zanesville. 


* WISCONSIN -* 
Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 
Gallagher Film Service, Green Bay. 


WESTERN STATES 


* CALIFORNIA + 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture Serv- 
ice, 8737 Wilshire Blvd., Beverly 
Hills. 

Camera Craft, 6764 Lexington Ave., 
Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 10022 


Hollywood Camera Exchange, 1600 
N. Cahuenga Blvd., Hollywood 28. 

Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles. 


Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 1709 W. 8th 
St., Los Angeles 14. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice, 19 Estrella Ave., 
Piedmont, Oakland 11. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 351 Turk 
St., San Francisco 2. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran 


cisco 5. 


USE THIS DIRECTORY TO LOCATE 
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Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Photo & Sound, Inc., 141 New 
Montgomery, San Francisco 5. 
Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68° Post St., San Fran- 

cisco 4, 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 


Herbert M. Elkins Co., 10116 Ora 


Vista Ave., Sunland, L. A. County. 


* COLORADO + 


Ideal Pictures Corp., 714 18th St., 
Denver 2. 


* OKLAHOMA > 


Vaseco, 2301 Classen, Oklahoma City 


6. 


* OREGON * 

Cine-Craft Co., 1111 S. W. Stark St., 
Portland 5. 

Evangel Picture Service, 420 S. W. 
Washington St., Portland 4. 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS ° 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 Young 
St., Dallas. 

The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. 

Visual Education, Inc., 12th at La- 
mar, Austin. Also, 602 N. St. Paul, 
Dallas 1; P.O. Box 1285, Ft. Worth; 
3905 S. Main, Houston 4. 


. * UTAH + 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 


Evangel Picture Service, 237 East 
1st South, Salt Lake City 1. 


» WASHINGTON °* 
Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Evangel Picture Service, 426 Peyton 
Bldg., Spokane 8. 


* HAWAII + 


Motion Picture Enterprises, 12! S. 
3eretania Honolulu, T. H. 


‘A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


FOREIGN 


* CANADA - 


General Films Limited 





Head Office: 

1534 Thirteenth Ave., Regina, Sask. 

Branches: 

535 W. Georgia St., Vancouver, 
a: ¢ 

810 Confederation Life Bldg., Win 
nipeg, Man. 

156 King St., West, Toronto, Ont. 

1396 St. Catherine St., Montreal. 

760 Main St., 
Brunswick. 


Moncton, New 


10022 102nd St., Edmonton, Alta. 


BUSINESS AND INDUSTRIAL FILM USERS PLEASE NOTE: 


Arrow Films Limited, 1115 Bay 
St., Toronto 5, Ontario. 


Also: 1540 Stanley St., Montreal, 
Quebec. 

H. de Lanauze, 1027 Bleury St., Mont 
real, Quebec. 

Radio-Cinema, 5011 Verdun Ave.., 
Montreal, Quebec. 


+ MEXICO - 


E. M. A. S. A. Head Office, Stu- 
dio and Distribution: Reforma 
146, Mexico City. 


‘There's a Competent Audio-Visual Specialist 
for Equipment, Films & Service in Your Town! 


(AND HE'S LISTED IN THIS NATIONAI DIRECTORY ) 


\s a service to business and industrial film users the Edi 
tors of BUSINESS SCREEN provide this national directory 
service to help you contact convenient, local sources fon 


projection equipment, maintenance and repair, projection 


service, accessories and film library facilities. 


These are | 


the specializing visual education dealers who can help 


meet vour audio-visual problems and needs. 


More than a hundred of the firms listed in these pages 


served as official U.S, government film depositories dun 


ing the war period and after. 


leading national equipment and accessory lines. 


Practically all represent 


They 


offer you the best in projection and service, backed by 


principles and ethics of a national dealer organization. 


There's a visual education dealer in your town or nearby! 


* 


* 


* 


Your Local Audio-Visual Dealer Offers 


NATIONALLY ADVERTISED EQUIPMENT LINES 


PROJECTION SERVICE Al 
MODERN FILM LIBRARY 


FAIR RATES 
PTT LES & FACILITIES 


EQUIPMENT SERVICE AND MAINTENANCE 
LAMPS, TUBES, AND ESSENTIAL ACCESSORIES 
SUCH AS ALL TYPES OF PROJECTION SCREENS 


But Most ol 


All He Provides 


1 Spee talist's Interest in Your Problems! 


FOR YOUR AUDIO-VISLAI 


THE 
OF VISUAL 


NATIONAL 
EDUCATION 








NEEDS REFER TO 


DIRECTORY 
DEALERS | 


THE BEST IN EQUIPMENT, FILMS AND PROJECTION ‘SERVICE, 


59 








PROTECTION 
FOR MOVIE FILM 


against 
WEAR ... OIL 
WATER 
CLIMATE _— 
SCRATCHES <2 


FINGER- § /c’ 
MARKS 3) ONE 
2/ TREATMENT 
WY LASTS 
THE LIFE 
OF THE 
FILM 


ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 1801 Larchmont, Chicago 
New York City 716 N. Labrea, Hollywood 

















TED NEMETH STUDIOS 


729 SevenTH AVENUE 
NEW YORK, N. Y 


Producers of 


MOTION PICTURES - SLIDEFILMS 














For A TRULY FLATTERING SHOWING OF 
YOUR FILM EITHER 35 mm. OR 16 mm 


WHILE YOUR GUESTS ENJOY COCKTAILS, 

LUNCHEON OR DINNER SUPERBLY SERVED 

IN A SETTING OF UNSURPASSED BEAUTY 
THAT WILL SELL YOUR PICTURE 





—scavanasanae Mail this coupon for free brochure -—----——— 


Monte Carlo Plaza 3-5400 
51 East 54th St. 

New York 22, NY 

Please send me more information about the Preview 
Room. | am interested in ( ) 16mm show; ( ) 35mm 
show; ( ) slide presentation; ( ) display: with or 
without ( ) luncheon; ( ) cocktails; ( ) dinner. 


Number of persons 
Name 


Address 





(CONTINUED FROM PAGE TWENTY-NINE) 
unit is sent out with each booking. Film is 
made available without charge, except for 
transportation costs, through the Institute of 
Visual Training, 40 East 49th Street, New 
York 17, N.Y. Sponsor is the Thom McAn 
Shoe Stores, and it. is to their credit that the 
film contains no advertising nor the slightest 
suggestion of an effort to sell shoes, William 
J. Ganz Company of New York was the 
producer. 


RETAIL FASHION SALES 


*% Roland Reed and Guy Thayer of Roland 
Reed Productions recently visited Mexico 
City with a camera crew for the filming of a 
fashion picture for Sam Friedlander, Inc., 
New York. 

The picture Fantasy in Fashions, scheduled 
for late January release, is a fashion show in 
a Latin American setting. Filming was done 
at the Churubusco Studios, Mexico City, with 
cast and models from New York and Holly- 
wood, 

Ihe picture is destined for showing to de- 
partment store buyers, and for use in store 
displays to the public. 


RUBBER INDUSTRY STORY 


Sponsor: The Dayton Rubber Company, Film: 
Rubber Unlimited. Producer: Burton 
Holmes Films, Inc, Associate Producer: 
Fuller & Smith & Ross, Inc. 

*® Bill Stern, narrator of this fast moving pic- 

ture, tells the story which starts with vivid 

scenes of the attack on Pearl Harbor. The 

film visualizes the Jap plan of winning the 
war by cutting off our natural rubber supply. 
lo their great surprise, they soon discovered 
that our War 
panies like Dayton Rubber, forestalled this 


Department, aided by com- 


strategy. 

Rubber Unlimited shows how our country 
solved the rubber shortage with synthetic 
rubber which was developed through the sci- 
entific research and the practical cooperation 
of the Dayton Rubber Company. 

The first part of the film is conceived in 
black and white—the second part, dealing 
with the past, present and future of the spon 
soring company, is shot in natural color. 

In chronological sequence, a record is pre 
(BELOW) A scene from the Dayton Rubber 
Company film “Rubber Unlimited” reviewed 
in this issue. (See above.) 

























































sented of the company’s achievements in pro- 
duct development followed by a review of 
plant processes, Emphasis is placed on the 
insatiable curiosity of Dayton’s scientists and 
their dynamic research in this specific indus- 
trial field. 


ON MAKING OF FILMS 


Sponsor: Jerry Fairbanks, Inc. Title: “An 
Old Chinese Proverb—One Picture Is 
Worth 10,000 Words.’’ Producer: Jerry 
Fairbanks, Inc. 

* Proving that the doctor takes his own 

medicine, the Jerry Fairbanks organization's 

“house” picture has done excellent work for 

the company in the year that it has been in 

use, according to Albert Essig, head of the 
company’s commercial film department. 

Film shows the facilities, the departments 
and the production experience of the organi- 
zation in a very effective manner. Included 
are many production shots from the company’s 
theatrical shorts, as well as scenes from its 
sponsored films. The picture is definitely one 
that could not have been produced except by 
a company with many years of varied experi- 
ence in film production. 

The Fairbanks organization is the commer- 
cial department of Scientific Films, Inc., pro- 
ducers of short subjects for Paramount Re- 
lease, Short subjects produced by Scientific 
Films include the Popular Science, Unusual 
Occupations and Speaking of Animals series. 

The film points out that the whole back- 
ground of the company has been in the fact 
film field, but fact films with proven enter- 
tainment value, 

And the company has produced a number 
of sponsored films, including subjects for the 
U. S. Time Corporation, John Deere Com- 
pany (starring Bob Burns) , Sherwin Williams 
and others, Excerpts from many of these films 
are included in the company film—and the 
total picture given is one of complete facilities. 

The Fairbanks film is now in the process 
of being re-edited and brought up to date— 
another good example for film users to follow, 
for, while many films are good for years from 
the production date, others could stand addi- 
tions and changes to keep pace with fast 
moving events, changes that would well justify 
their comparatively small cost. 





Motion Pictures 
Filmstrips 
Visual Presentations 


KEY FILMS 


1168 Avenue of the Americas 
New York 19, New York 
LOngacre 5-3920 
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that describes the films and 
tells you where to get them 


N THIS NEW BOOK you'll find answers for almost 
I every kind of training problem you’re likely to 
meet. Industry by industry, it lists the wealth of 
excellent training films now available through gov- 
ernment bureaus, film distributors, and industrial 
concerns. 


It gives you a clear, brief description of each film. 
It tells you where to get them, which ones are free, 
which ones you can rent or buy and for how much. 


There are films on basic principles of aviation 
electronics, refrigeration, and many other industries. 
There are films to demonstrate and teach special 
skills . . . tool dressing, two-diameter lathe turning, 
machining of laminated plastics, precision measure- 
ment, and hundreds of others. 


When you look over this book you’ll be amazed 
how easy and economical it is, even for a small shop, 
to use today’s best training materials. Write for ‘““The 
Index of Training Films” now. It’s free, of course. 


Eastman Kodak Company, Rochester 4, N. Y. 


Training Films 


e+. another important function of photography 


Films @ 


sand: hovel owe PREE book 














) of the finest 
dustrial Training 





















For your 
FREE copy, 
mail 

coupon 














EASTMAN KopakK CoMPANY 
Rochester 4, N. Y. 







Please send me ““The Index of Training Films.” 


Name 
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Treatment 


Improper handling 
has knocked out 
many a management 
idea that should 
be a champion. 
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